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Rough Proofs 


In spite of the A. T. & T.’s sug- 
gestion about substituting phone 
calls for personal contacts, the old- 
fashioned sales manager still pre- 
fers the man who wears out the soles 
of his shoes instead of the seat of 
his pants. 

vyseegy? 


The golf advertisers are all trying 
to help you add a few more yards to 
your drive, when all you really need 
is a hole big enough to hit without 
the aid of a surveying outfit. 

vgy#sey? 


Union Central Life says, plausibly 
enough, that there isn’t much future 
in selling newspapers, but if you be- 
lieve the successful politicians, ap- 
proximately 99 per cent of them 
started on the road to fame and for- 
tune in that modest fashion. 

7, Ff F 


Consumers’ Research, Inc., pre- 
tends to care nothing about adver- 
tising, but it has mastered the secret 
of the art by the simple process of 
letting its opponents provide it with 
ample publicity for successful promo- 
tion. 

, a a 


Sir Walter Raleigh introduced to- 
bacco to Queen Elizabeth, as por- 
trayed by the American Tobacco 
Company’s float in the Louisville 
Derby festival parade. Grezt Scott, 
next we'll be seeing Lucky Strike 
copy showing camel caravans. 

7, Ff FT 


S. Clay Williams says there’s a 
difference between the new deal and 
the new deal plus. Everybody 
thought the latter was simply Roose- 
velt service with a smile. 


vv¥ssy 


The chief problem with rain, like 
most of the other good things of life, 
is distribution. Try to get a farmer 
and a golfer to agree on a simple 
matter like that. 

* VF F 


A lot of people are weeping salty 
tears over the sad fate of the five 
Dionne children who didn’t happen 
to be born in team formation. But 
they probably prefer solo roles, at 
that. 

* FF 


Besides, the rich little Dionnes will 
undoubtedly share their good for- 
tune with the poor little Dionnes, 
admitting that the whole thing de- 
pended on the accident of birth. 

vvegy 


The creator of Orange Crush is in 
the field with a new citrus drink. 
They say that thus far he has never 
picked a lemon. 

vvwey 


Ten thousand Admiracion sham- 
poos are offered in the Seminole 
Paper Company’s big contest. This 
is one event where a lot of the con- 
testants are sure to clean up. 

, = 


The conventional use of “who” and 
“whom” continues to give many 
newspaper writers pause, but the 
one that really throws them for the 
most consistent losses is “disin- 
terested.” 

vvwey 


Babe Ruth isn’t hitting as many 
home runs for the Boston Braves as 
his most enthusiastic admirers had 
hoped. He was a good fellow when 
he had them. 

+, FF F 

Everybody is in favor of the capi- 
talistic system until he happens to 
run out of capital. 

Copy Cus. 


OF WHISKY PUT 
UP TO DAILIES 


Distillers Gancel When 
Censorship Is Denied 


Louisville, Ky., May 10.— Open 
warfare between distillers and news- 
papers flared this week as the former 
sent out scores of cancellations to 
dailies which have been carrying cut- 
price whisky advertising. 

Newspapers are open in their criti- 
cism of marketing policies of distil- 
lers, asserting that the whisky 
manufacturers have no more right 
than any other industry to expect the 
dailies to do a job which should be 
done within the industry. Distillers, 
on the other hand, assert that the 
industry is fighting for its very life, 
and that unless the cooperation of 
newspapers is. secured, identified 
brands of whisky will disappear from 
the market altogether. 

While St. Louis is reported to be 
a hot-bed of price-cutting, it is un- 
necessary to go so far from this old 
whisky center to find reason for the 
drastic action of the distillers, Two 
full-page advertisements appeared the 
other day in a local daily, featuring 
the same brand of whisky. One ad- 
vertisement gave the prices recom- 
mended by the distiller, but its ef- 
fectiveness was destroyed by another 
near-by page, which shrieked out that 
these brands were on sale for stated 
prices much below those named by 
the competitor. 


Newspapers Are Neutral 


Outraged by this alleged treach- 
ery, advertiser No. 1, a large drug 
chain, immediately took another full 
page to meet the low prices an- 
nounced by its opposition. 

While newspapers admit that this 
is a bad situation for all concerned, 
they argue that they cannot be ex- 
pected to censor whisky prices, and 
that to attempt to do so would make 
them liable for lawsuits. One news- 
paper in a neighboring state has 
sent out a form letter to distillers, 
laying down its policy. The letter 
states in essence that as long as the 
advertiser lives up to his claims, the 
newspaper will not interfere in any 
price wars. The daily added that 
state laws would make it liable for 
triple damages should it reject ad- 
vertising without adequate reason. 

Distillers are said to have pro- 
vided leading daily newspapers of the 
country with their suggested re-sale 
prices, with the request that any copy 
advertising these brands below the 
stated prices be rejected. 

This step followed a futile effort 
to prevent cut-rate stores from get- 
ting stocks of advertised whiskies. 
One distiller used a code on all stocks 
in order to trace it. He found, how- 
ever, that a cut-rate Chicago depart- 
ment store was getting supplies from 
various points. One bottle sold in 
this store was bought in Ashland, 
Wis., for example. Distillers have 
almost abandoned hope of solving the 
problem from this angle and are con- 
centrating on newspapers. 

In a story released to newspapers, 
Frank B. Thompson, president of 
Glenmore Distilleries Company, as- 
serted that “the concerted drive for 
price maintenance throughout the 

(Continued on Page 30, Col. 5) 


A.N.A. Speakers 


PRICE-CUTTING =Self-Regulation Essential, 


Reiterate 


DATED COFFEE NOW COMES IN BAGS 
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CHASE & SANBORN'S COFFEE 


THIS acd COFFEE We pew ths Saing mebsee- 


At the same time that Chase & Sanborn were announcing, in many mar- 
kets, that dated coffee will hereafter be available in paper bags, the copy 


at the left was running in Chicago newspapers. 


Peculiar labor rules in 


Chicago make the use of paper bags in that city uneconomical in this 
instance. 


DATED COFFEE 
DISCARDS TIN 
FOR PAPER BAG 


New York, May 11.—The battle of 
the coffee giants took a new turn 
this week when Standard Brands, 
Inc., used a large insertion in news- 
papers to herald its adoption of an 
inexpensive package, the paper bag, 
which replaces the vacuum sealed 
tin previously used for Chase & San- 
born's coffee. 

By a strange quirk, at the very 
moment that the paper bag for Chase 
& Sanborn coffee was being intro- 
duced to consumers generally, seven- 
column space in Chicago newspapers 
was playing up a new vacuum tin 
for this same brand, and making no 
mention of the dated feature. 

The discrepancy in the copy was 


explained as being due to the fact 
that union rules in the Chicago area 
make the pick-up of bags impossible 
by yeast delivery trucks, and that 
consequently the introduction of cof- 
fee bags in that city would compli- 
cate delivery problems of the organ- 
ization. 

As a direct result of this attitude 
on the part of the local unions, 
Standard Brands finds it necessary 
to use vacuum tins for its coffee in 
Chicago, the only city thus affected, 
while paper bags are used elsewhere. 

A saving of money to the consumer 
heads the arguments favoring the 
adoption of the paper bag. Dating 
and rapid delivery service are the 
enabling factors. 

The move brings a fresh angle into 
the coffee competition. The Great 
Atlantic & Pacific Tea Company, 
largest American distributor of cof- 
fee, employs a similar package to 
take its beans unground and there- 
fore with the flavor allegedly sealed 
in by the skin of the bean, to the 

(Continued on Page 30, Col. 4) 


Last Minute News Flashes 


Aunt Jemima Account to Lord & Thomas 
Chicago, May 11.—The Chicago office of Lord & Thomas has been 
appointed by the Quaker Oats Company to handle the entire Aunt 
Jemima account, effective immediately. 


Report Advertiser Will Run Private Fight 
New York, May 11.—An automobile manufacturer, dealing through 
Jean V. Grombach, is reported ready to pay $250,000 in an effort to outbid 
Madison Square Garden for a championship prize fight. 
The advertiser plans to build up the attraction with a radio series 


climaxed by broadcast of the fight. 


Only 1,000 spectators would be admitted. 


Major Markets Group Plans Atlanta Office 
Atlanta, Ga., May 11.—At a meeting of Major Market Newspapers 
members here yesterday, it was decided to place a key man in Atlanta 
to represent the organization in Southeastern markets. Frank E. Fehl- 
man, managing director, announced that the new man will be on the job 


within 90 days. 


Bohn Aluminum to Bass-Luckoff 


Detroit, Mich., May 11.—Bass-Luckoff, Inc., has been appointed to 
direct advertising for Bohn Aluminum & Brass Corporation, Detroit. 


Medium Owners Ur Urged to Take 
Lead in ‘Clean Up’ 
Movement 


White Sulphur Springs, W. Va., 
May 9.—While no resolutions were 
presented at the 26th semi-annual 
meeting of the Association of Na- 
tional Advertisers, Inc., the approxi- 
mately 400 leading national adver- 
tisers and guests in attendance em- 
phatically indicated no change in 
their opinion that self-regulation of 
advertising is necessary and that the 
responsibility for initiating it rests 
with medium owners. 

Paul B. West, managing director, 
confirmed this fact to ADVERTISING 
AGE in the only statement issued at 
the close of the meeting. Advertis- 
ers are ready, he said, to extend the 
fullest cooperation to representatives 
of mediums at any time they are 
willing to act. 

Other major interests revealed by 
the choice of program material are 
radio programs and means of count- 
ing radio listeners, and possible solu- 
tions of the local-national rate prob- 
lem. 

Following a reception for members 
Sunday evening, the first general 
session Monday morning was devoted 
to committee reports. Allyn B. Mc- 
Intire, Pepperell Mfg. Company, Bos- 
tion, president of the A. N. A., de- 
livered an informal address on the 
organization’s affairs and summar- 
ized developments in connection 
with the A. N. A. study of agency 
compensation. 


Limit Association Activities 


Other reports were given by Mr. 
West, A. O. Buckingham, Cluett, Pea- 
body & Co., New York, chairman of 
the membership committee, and 
Harold B. Thomas, the Centaur Com- 
pany, New York, chairman of the 
program committee. 

Bernard Lichtenberg, Alexander 
Hamilton Institute, New York, chair- 
man of the government relations 
committee, was prevented by illness 
from attending. His report was read 
by George S. McMillan, assistant 
managing director of the A. N. A. 

It was featured by the reiteration 
of the Association’s policy that ac- 
tivities would be limited strictly to 
advertising matters and a review of 
the methods employed to forestall 
adverse state legislation during the 
past six months. In the latter con- 
nection, Mr. Lichtenberg gave gen- 
erous credit to the prompt and effec- 
tive cooperation of newspaper asso- 
ciations and individual newspaper 
publishers. 

The following members presided at 


(Continued on Page 28, Col. 1) 


Directory of Features 
Editorials 
Getting Personal 
Information for Advertisers.25 
Photographic Review of the 


cg ET OREO ee 31 
Magazine Lineage Figures.26 
Rough: Precte x. ois. cciesis 1 
Voice of the Advertiser....10 
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ADVERTISING AGE 


May 13, 1935 


Patent Court 
Rules Against 
Name “Chipso” 


Washington, D. C., May 8.—Can- 
cellation of registration of the trade- 
mark “Chipso,” which the Patent Of- 
fice issued to Procter & Gamble Com- 
pany in 1921, is imminent, following 
a decision of the United States Court 
of Customs and Patent Appeals. 

The court has ruled that the mark 
is confusingly similar to the 
“Chase-O” trademark owned by J. L. 
Prescott Company. The court upheld 
decisions of the Examiner of Trade- 
mark Interferences and the Commis- 
sioner of Patents. 

The Prescott Company originated 
the proceeding, asking the Patent Of- 
fice to cancel the Chipso registration. 
The Prescott Company declared con- 
sumers were confused by the two 
trademarks and that Chase-O sales 
have suffered as a result of the like- 
ness of the names. ‘ 

The Chase-O mark was registered 
with Patent Office in 1913. Delay 
by the Prescott Company in asking 
cancellation was cited by Procter & 
Gamble in its defense arguments. 
Procter & Gamble also charged that 
a change in appearance and size of 
the Chase-O package had been made 


to make it resemble the Chipso pack- 
age. 


Association Girds for 
Standardization Work 


The American Standards Associa- 
tion, New York, will revise parts of 
its organization to give women a 
chance to participate in writing 
specifications for stockings, shoes, 
electrical appliances, prefabricated 
houses and other items which may 
then be bought by grade label. 

An advisory committee represent- 
ing national women’s organizations, 
consumers’ groups, distributors and 
government experts will be appointed 
to guide the standardization work, 
the association announces. 


To Issue Program 

A 64-page program containing ad- 
vertising will again be distributed to 
about 750,000 music lovers attending 
the Lewisohn Stadium concerts of 
the Philharmonic Symphony Orches- 
tra in New York from June 26 to 
Aug. 20. Sigmund Gottlober is pub- 
lisher of the program, entitled “Sta- 
dium Concerts Review.” 


Promoted by U: nion Oil 


A. C. Stewart, son of the late W. 
L. Stewart, former president of the 
Union Oil Company of California, 
has been made assistant to the direc- 
tor of Union Oil sales. Mr. Stewart 
joined the company’s sales force in 
1928. 


A.B. P. ELECTS 
E. B, TERHUNE 
HONORS McGRAW 


Hot Springs, Va., May 5.—Everit 
B. Terhune, Boot & Shoe Recorder, 
New York, was elected president of 
the Associated Business Papers, Inc., 
which concluded its annual meeting 
here today. He succeeds E. T. How- 
son, Railway Age, Chicago. 

Paul I. Aldrich, The National Pro- 
visioner, Chicago, was elected vice- 
president, and Ralph Reinhold, Pen- 
cil Points, New York, was re-elected 
treasurer. Members of the executive 
committee were chosen as follows: 

H. G. Lord, Textile World, New 
York; D. J. Hansen, Domestic Engi- 
neering, Chicago; E. H. Ahrens, 
Hotel Management, New York; C. J. 
Stark, Penton Publishing Company, 
Cleveland; Roy Dickinson, Printers’ 
Ink, New York; and Mr. Howson. 

James H. McGraw, chairman of the 
board of the McGraw-Hill Publishing 
Company, New York, was guest of 
honor at a dinner last night, com- 
memorating his completion of fifty 


eee Ragen uate 


“I'm the inquiring reporter —how are you finding conditions in lowa?”’ 


Advertisers make rich hauls in the nation’s No. 1 market through the more than 
quarter million circulation of The Des Moines Register and Tribune among the top- 
third of lowa buyers —40% state coverage at the lowest milline rate in lowa. 


| A. B. P. PRESIDENT 


Everit B. Terhune 


years in the business publishing 
field. 
Mr. Stark was toastmaster, and 


tributes were paid to Mr. McGraw by 
Arthur D. Anderson, Boot and Shoe 
Recorder; M. C. Robbins, Robbins 
Publishing Company, Malcolm Muir, 
president of McGraw-Hill, and Mr. 
Aldrich. A _ scroll, signed by the 
members of the A. B. P., and a hand- 
some watch were presented to him 
by E. R. Shaw, Power Plant Engi- 
neering. 


Many Tributes 


In his response Mr. McGraw re- 
viewed his career as a publisher, con- 
trasting the condition of advertising 
fifty years ago, when few companies 
had advertising appropriations or ad- 
vertising departments, with today. 
He asserted that the business press 
now has greater opportunities for 
service and development than ever 
before. 

The three chief accomplishments 
of the past year reported by the 
A. B. P. were the development of a 
certificate of agency recognition, the 
preparation of a blue book outlining 
the editorial service of each member 
publication, and the development of 
an editorial service supplying basic 
information on economic subjects to 
members and to the general press. 

Most of yesterday was given over 
to committee reports and discussions, 
while a round table on practical pub- 
lishing problems, conducted by Fritz 
Frank, The Iron Age, New York, con- 
cluded today’s sessions. 

Prize winners in the golf tourna- 
ment yesterday were announced by 
Cc. L. Williams, F. W. Dodge Cor- 
poration, New York, chairman of the 
committee in charge, as follows: 


The Lucky Golfer 


Low gross, Marshall Haywood, 
Shears, 86; second low gross, Scran- 
ton Gillette, Gillette Publishing Com- 
pany, 93; third low gross, M. C. Rob- 
bins, Jr., Robbins Publishing Com- 
pany, 94; low net, Henry Lee, Sim- 
mons-Boardman Publishing Company, 
88-18-70; second low net, Don Wat- 
kins, Blast Furnace & Steel Plant, 
90-19-71; third low net, George Shutt, 
Architectural Forum, 95-22-73; most 
pars, Samuel O. Dunn, Simmons- 
Boardman Publishing Company; 
blind holes, Mason Britton, McGraw- 
Hill Publishing Company; best 
dressed golfer, Cal Musselman, Chil- 
ton Company; worst dressed golfer, 
Jack Pease, Penton Publishing Com- 


pany; most strokes, Maje William- 
son, Chemical and Metallurgical 
Engineering. 


KRESGE ADDING 
DRUG UNITS TO 
MANY OUTLETS 


To Sell Own Brand; Employs 
Pharmacists 


Detroit, Mich., May 11.—The de- 
velopment of what constitutes the 
most serious threat retail druggists 
have ever faced, that of competition 
with the syndicate stores, became 
more manifest this week with the 
announcement of the invasion of S. 
S. Kresge Company, second largest 
operator of variety chain stores in 
the United States, into the drug 
field. 

The announcement, closely follow- 
ing the disclosure of the recent en- 
trance also of the W. T. Grant chain 
into the drug business, was con- 
firmed to ADVERTISING AGE today by 
Richard P. Tolle, head of Kresge’s 
publicity department, who revealed 
that a drug department had been in- 
stalled in the company’s St. Louis 
unit last week. 

He said that similar departments 
have also been added to a Kresge 
store in Cincinnati, Cleveland and 
Kansas City but that, unlike the W. 
T. Grant policy, a registered phar- 
macist has been placed in charge of 
each department. 

Although the plan, according to 
company officials, is entirely experi- 
mental at the present time, it is ex- 
pected that additional departments 
will be opened up in the principal 
Kresge stores of approximately eight 
or ten more cities within a very 
short time, and more will be added 
as rapidly as possible in the event 
they prove successful. 


Handle Own Line 


“It is utterly impossible to deter- 
mine what the future will bring,” 
Mr. Tolle stated when queried as to 
what plans and developments were 
anticipated in connection with the 
move. “Our only desire is to give 
our customers what they want at a 
price they want to pay.” 

Nationally advertised products will 
not be handled for the present, he 
added, but instead, each department 
will be stocked with 25 of the com- 
pany’s brand of drugs which carry 
the name “Ethix.” 

Although Kresge’s basic price 
range is wide for the drug field, the 
company brand merchandise will be 
confined to prices ranging from ten 
to 25 cents and will include such 
items as Dr. Hinkle’s All-Vegetable 
Laxative Tablets, Cascara Sagrada 
Extract, analgesic balm, mineral oil, 
castor oil, tincture of iodine, and 
other basic drugs. 

Newspapers are being used to an- 
nounce the opening of the new de- 
partments, and window displays will 
also be used to acquaint the public 
with them. 


Signs “Voice” Third Year 


A contract for his third solid year 
on the air for Wasey Products has 
been given Dr. Marion S. Taylor, the 
“Voice of Experience.” Celebrating 
the event and his achievements, his 
alma mater, the William Jewell Col- 
lege, Liberty, Mo., on May 28 will 
give him an honorary degree. He 
will also be initiated into the Phi 
Gamma Delta fraternity. 


Advertise where the traffic is heaviest 
— in the Rotogravure Picture 
Sections — especially 


Metropolitan. 


Baltimore Sun—Buffalo Times—Chicago 
Tribune — Cleveland Plain Dealer — 
Detroit News—New York News—Phila- 
delphia Inquirer—Pittsburgh Press—St. 
Louis Globe-Democrat—Washington Star 


‘Weekly 


Current Circulation 
5,700,000 families 
17,100,000 readers 
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ADVERTISING AGE 


The SEARCH-LIGHT SHOWS:— 


The Boston Herald and the Boston Traveler, a compulsory combination of 
morning and evening newspapers, prints and distributes ADVERTISING 
CIRCULARS for department stores. These circulars may consist of 8, 12, 
or 16 full-size pages, but a condition requires that the same number of pages 
must be run as paid advertising in the Herald and Traveler in one day, at the 
regular local combination rate of 28 cents per line for the TWO papers—the 
Herald and the Traveler—an average rate of 14 cents per line for each. This 
circular distribution is a “premium” scheme to pyramid advertising lineage, 
just as both the Herald and the Traveler resort to cheap PREMIUMS to blow 
up their limited circulation. 

The CIRCULARS are left by Herald and Traveler Newsboys on the 
doorsteps of more than a quarter of a million homes in Metropoli- 
tan Boston that do not take either the Herald or the Traveler. The 
families in most of those homes regularly read THE BOSTON POST. 


The SEARCH-LIGHT ALSO SHOWS:— 


Boston has ELEVEN Legal Holidays each year—nearly one a month. For 
the past seven years the Boston Herald and Traveler have been selling space 

to advertisers on the “deal” that space equal to the TOTAL used in FOUR 
Sunday issues, at the regular rate, would be given in the Holiday issue of 
the Herald for only FIVE cents per line—with an ENTIRE CHANGE OF 
COPY, including FREE art work, FREE cuts and composition. 


That is:—An advertiser who buys 500 lines in the Sunday Herald for FOUR 
consecutive Sundays, at the regular Sunday rate, is given 2000 lines in the 
Holiday Herald at FIVE cents per line—nearly a full page for $100. Of 
course, Media Records is obliged to credit all that lineage TWICE—in the 
Sunday and in the Holiday issue, too. The lineage procured through this stunt 
totals hundreds of thousands of lines each year. 


Perhaps there is another newspaper in the United States that balloons 


now carries more advertising than any other Boston newspaper. 


: Compare this latest ret paid 
circulation of The Boston Post —> 
with the compulsory-combina- 
tion morning and evening papers 


vertising lineage by such methods, but, if so, we have never heard of it. 
kind of practice may be within the scope of a newspaper as an advertising 
medium, but the lineage it controls hardly belongs in a comparative statement 
of the lineage in other newspapers which do NOT resort to such schemes. 
It’s easy to see “how come” the Herald and Traveler compulsory combination 


MORE LIGHT. 


on How Iwo Boston Newspapers “Balloon” 
Advertising Lineage 


The Boston Herald-Traveler recently issued a folder to advertisers under 
the caption: “Retail Experience Is Close-up Experience in 
Which the Boston Merchants Give Us Light.” The light is rather 


dim in spots, so a search-light is needed to show up concealed facts. 


its ad- 
That 


be Boston Post 


New England's “GOOD MORNING” for 103 years 


It's fun to be fooled— 
It's more fun to KNOW. 


(Apologies to Bill Esty and “CAMELS”) 


The Herald quotes Media Records as 
its authority for the advertising lineage 
figures in their folder. Of course, 
Media Records is obliged to credit 
EVERY newspaper with ALL the line- 
age printed—REGARDLESS OF HOW 
IT WAS OBTAINED. 


It is grossly unfair to all Advertisers to 
permit a publisher to issue a statement 
comparing his lineage with that of other 
newspapers, under the cloak of Media 
Records responsibility, when such skele- 
tons are concealed in the closet. IT 
PAINTS A FALSE PICTURE. 


What a pity Media Records hasn’t 
the power to compel publishers to 
divulge HOW advertising is secured— 
just as the Audit Bureau of Circula- 
tions compels publishers to divulge what 
sort of “premiums,” and how many, were 
used to BALLOON their circulation. 


The Boston Post is a straight morning newspaper—with ONE edition. It 
goes to the home just before the day’s purchases are planned. It sells itself 
to more than a third-of-a-million readers every day. 
always has been, built on READER PREFERENCE. It has no FORCED 
circulation—No PREMIUMS—No CIRCULARS — No DUPLICATION of 
daily readers through Morning and Evening combinations—yet it has by far 

the LARGEST circulation of any daily newspaper published in New England 


Its circulation is, and 


131,093 
136,042 
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DEATH CLAIMS 
BURTON EMMETT, 
AGENCY FOUNDER 


New York, May 11.—Burton Em- 
mett, one of the founders of Newell- 
Emmett Company, Inc., died Monday 
at Boggs Wharf, Melfa, Va., at the 
age of 64. He had been vice-presi- 
dent of the agency until his retire- 
ment several years ago. 

Born at Lee, Ill., and graduated 
from Northwestern University in the 
class of 1895, he had engaged in sev- 
eral lines of work before entering 
advertising in 1908. This work had 
embraced country store clerking 
when a boy, selling books, editing a 
country newspaper, reporting, and 
acting as press agent for such stars 
as Maude Adams, William Gillette 
and Frank Daniels. 


Was a Copywriter 


Coming to New York, he became a 
copywriter for Lord & Thomas in 
1908 and two years later was made 
head of the copy department of Frank 


AGENCY HEAD DIES 


Burton Emmett 


Seaman, Inc. He remained with this 
company nine years. 

In 1919, he was one of the founders 
of Newell-Emmett Company, continu- 
ing as vice-president until his retire- 
ment in 1928, marking a career in 
advertising of 20 years’ duration. In 


The News-Post. 


35c a line. 


this period he was closely associated 
with activities on the Chesterfield 
cigarette account. He also gained re- 
nown for assisting in government 
and patriotic advertising during the 
war. He was author of the Red Cross 
slogan: “All you need is a heart and 
a dollar—join the Red Cross.” 

Mr. Emmett assumed a position of 
leadership in matters pertaining to 
fine printing. He was active in build- 
ing up the American Institute of 
Graphic Arts, and was president of 
this organization for two terms, 1924- 
25. He originated the plan of the 
Institute’s annual traveling exhibi- 


|tions, which have stimulated more 


widespread interest in graphic arts. 
In 1927, the Institute awarded him a 
gold medal for service to the graphic 
arts in America. 

One of his hobbies was the collect- 
ing of rare books and prints, which 
he pursued for 20 years. His collec- 
tion included examples of nearly all 
the master print makers and illus- 
trators from the 15th century and 
many American first editions. He 
was one of the founders, and during 
its first two years, one of the three 
active editors of the book collectors’ 
quarterly, The Colophon. 

Funeral services were held Wednes- 
day at the Little Church Around the 
Corner. Burial was at Nyack. Agency 
associates were the pallbearers. 


" REACHING 
MORE THAN 


BALTIMORE {| 
FAMILIES 


200,843 Family 
84.6% by this 


One Evening Newspaper 


Advertising costs go down—sales go 
up—when you sell Baltimore through 
You reach more 
families for less money—170,062 (or 
84.6%) of the 200,843 families in the 
ABC city zone—plus 30,997 families 
in the surrounding territory—all for 


Results for advertisers bring more 
advertising. That’s why The News- 
Post recorded, in 1934, the greatest 
total lineage gain of all United States 
newspapers! 


With 201,059 total circulation every 
day*-—-by far the greatest circulation 
ever attained and maintained in Bal- 
timore—The News-Post is 
more’s number one advertising buy. 


Balti- 


Get the latest facts and figures. 


BALTIMORE 


NEWS-POST 


Baltimores Outstanding Vewspaper 


Represented Nationally by Hearst International Advertising Service 
Rodney E. Boone, General Manager 


* Except Sundays. 


The Baltimore Sunday 


American has the largest circulation in all the 
- 229,832 and still going up. 


South 


Snatch ‘Farm Journal’ 
From Auction Block 


Dramatic Private Sale Made at Last Moment; 
Publication Will Continue 


Philadelphia, Pa., May 8.—The 
Farm Journal, 58-year-old agricul- 
tural journal and a leader in its 
field, was snatched from the auction 
block last night in a private sale 
to an undisclosed purchaser, effected 
under dramatic circumstances on the 
eve of the scheduled auction. 

Not only will publication continue 
without missing a _ single issue, 
thanks to the foresight and faith 
of the present management in the 
paper, but the management is likely 
to continue unchanged. 

More than 100 employes laid off 
on April 8 were called back to work 
today. The May issue was run off 
early to permit unbroken publica- 
tion in event of a purchaser at the 
expected public sale desiring to carry 
on with the June issue. As it is, 
the June issue will be published by 
the receivers. The reorganized firm 
will take up the torch with the July 
issue. 

Under the deal closed last night, 
the creditors are being paid off at 
25 cents on the dollar. The prin- 
cipal creditors were Charles F. Jenk- 
ins, former editor, a present member 
of the board of directors and a 
nephew of the late Wilmer Atkinson, 
founder, and the International Paper 
Company. 

Night Letters Save Day 

Mr. Jenkins, whose brother, Arthur 
H. Jenkins, succeeded him as editor 
in 1921, compared the chance which 
saved the journal from suspension 
today to the chance of one slug from 
a load of buckshot fired into the 
air killing a man as it fell. 

The load of buckshot was a deluge 
of night letters recently wired by 
Samuel T. Freeman & Co., auction- 
eers, to more than a score of persons 
they thought might be interested in 
the public sale. One of these tele- 
grams, by a lucky chance, went to a 
wealthy friend of the old manage- 
ment of the journal. 

Moved, aside from his personal re- 
gard for the journal, by recognition 
of the cold economic fact that the 
paper was too valuable to be allowed 
to die of depression ills already on 
the wane, this friend made a pro- 
posal. Yesterday he went with the 
receivers, who are Arthur H. Jenkins, 
the present editor, and Arthur Pen- 
nell, to Judge George Welsh, in U. S. 
District Court, and obtained permis- 
sion to call off the public sale. 

The arrangements were completed 
last night and first notice of the “in- 
definite postponement” of the auc- 
tion, which, Arthur Jenkins. ex- 
plained, was the formal action of the 
court, appeared in the Philadelphia 
daily papers this morning, only a few 
hours before the scheduled opening 
of the sale at 10:30 a. m. 


A Private Sale 


Charles Jenkins stated merely that 
“a sum of money” had been “put up” 
by the management’s unidentified 
friend to meet the needs of the emerg- 
ency. Arthur Jenkins, however, 
frankly termed the transaction a 
private sale and said with finality 
that the public sale “will not be 
held.” Technically speaking, he said, 
there will be a reorganization. He 
admitted that a new company may 
have to be formed to facilitate 
settling with the journal’s creditors. 

All regular advertisers but two 


have already given assurance that 
they will be in the June issue, it 
is learned, and even the two doubt- 
ful accounts may be represented. 

The Farm Journal was founded by 
Wilmer Atkinson in 1877 as a paper 
to serve the agricultural community 
centering in Philadelphia. Under his 
able and courageous guidance it grew 
to a position of national prominence. 
The financial difficulties which led it 
so near to suspension were the result 
of the severe depression in farm mar- 
kets during the last few years and a 
consequent curtailment of advertis- 
ing by industries serving these mar- 
kets. The paper’s circulation has 
been well maintained throughout the 
depression. 


Copeland Sees 
New Hopes for 
Pure Food Bill 


Washington, D. C., May 9.—Sena- 
tor Royal S. Copeland of New York, 
author of the pure food, drugs and 
cosmetics bill, now on the Senate 
calendar, has expressed new hope 
that the measure may yet be passed. 

A compromise amendment is being 
worked out with Senator J. W. 
Bailey, of North Carolina, the New 
York Senator said, which will save 
sending the bill back to the com- 
merce committee. While he refused, 
at this time, to divulge the exact 
phraseology of the amendment, it ad- 
mittedly has to do with the curbing 
of the power of the Department of 
Agriculture to make mass seizures 
of allegedly misbranded goods and 
modifies the definition of “adultera- 
ted” products. 

Senator Copeland declares that as 
soon as the amendment is perfected, 
he will move for reconsideration of 
his bill, which, he believes, will be 
adopted without organized opposi- 
tion. 


Board Recommends 


Three Type Faces 


Egmont, Orplid and Umbra type 
faces were approved and _ recom- 
mended to the printing industry by 
the National Board of Printing Type 
Faces at a meeting held recently in 
New York. A large number of type 
faces had been submitted. 

Egmont was chosen in the flat 
serif group. It is issued by the Con- 
tinental Typefounders Association 
and the Intertype Corporation. The 
series was cast originally by the 
Netherland Type Foundry in Hol- 
land and imported by Continental in 
the larger sizes. The smaller sizes 
will be cut in America by Intertype 
for use on line casting machines. It 
will be known by the same name on 
machines as by hand. 

Orplid and Umbra are of the sans 
serif group, the first being a three 
dimension type imported by Conti- 
nental. Umbra is issued by the Lud- 
low Typograph Company. 


Plan Ambitious Yearbook 


The Boston Advertising Club is 
completing plans for its yearbook, to 
be known as the “Advertising Buy- 
ers’ Guide and Sample Book.” It will 
be delivered by messenger to 2,000 
persons, including members of the 
club. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 

© bound Sth edition of ‘ Reserve Illustrations." Over 
te 1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


“UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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ADVERTISING AGE 


May 13, 1935 


GOOD TASTE IN 
COPY IS CALLED 
A CRYING NEED 


Cunningham Hangs Red Lan- 
terns for Advertisers 


White Sulphur Springs, W. Va., 
May 8.—With energetic benevolence 
and a flair for marking danger spots 
on the advertising terrain with red 
lanterns, J. P. Cunningham, firm 
member of Newell-Emmett Company, 
Inc., New York, today took inventory 
of bad manners in copy and scourged 
those responsible for them in his 
address at the Association of Na- 
tional Advertisers’ convention. 

First but possibly not the worst of- 
fenders to feel his lash were adver- 
tisers responsible for the selection 
of rubber faced models to dramatize 
the horror that everyone feels of 
everyone else who does not use the 
product presented. 

“Advertising,” he said, “it’s all ad- 
vertising. It’s omnipresent. People 


can’t get away from it. We've 
hemmed them in. This is our doing, 
our business and our responsibility. 


A Form of Nightmare 


“Now there is a familiar form of 
nightmare, where the walls seem to 
close in on the dreamer . . live, 
swelling walls filled with twisted, 
tortured shapes and faces. Claustro- 
phobia, they call it. A person seems 
helpless. Can’t get away from it. 
Completely hemmed in. Finally peo- 
ple wake up and scream. 

“We have walled people in with 
advertising. They meet it at prac- 
tically every point. Let us watch 
our advertising manners—not go too 
far—or they will wake up—and 
scream.” 

The first danger signal sounded by 
Mr. Cunningham concerned charges 
from outsiders that advertising is a 
racket, ballyhoo, gross exaggeration. 
In this connection he referred to 
Mrs. Anna Steese Richardson’s state- 
ment, after a tour of investigation 
across the continent, that club 
women are beginning to view ad- 
vertising with more than resentment 
—with ridicule. 

“An interesting sidelight on this 
whole situation,” he continued, “is 
the current attitude of art directors 
in their selection of photographic 
models. They now look for large 
mouthed models for advertising use. 


Dainty cupid’s bow mouths are out. 
Art directors require large flexible 
mouths that can twist in pain, curl 
with disdain, gape with horror, and 
nostils that can dilate against ma- 
lodorous situations. 

“The call is for beautiful blondes 
with rubber faces. All this is in- 
dicative of a much more violent ap- 
proach to the technique of creating 
advertisements.” 


Defines Good Taste 


Mr. Cunningham stated his belief 
that much of the legislation threat- 
ening advertising is due to emotional 
antagonism. He depicted a scene 
in the legislator’s home and noted 
the prospect of a three per cent tax 
on the gross income of agencies in 
Illinois. He then proceeded to draft 
a practical, commercial definition for 
manners in advertising: 

“Good taste in advertising is the 
presentation of your message in a 
way that attracts more people to 
your product than it offends away 
from it, without, at the same time, 
impairing the standing and the sales 
ability of advertising itself.” 

On his tour of red lantern hang- 
ing, Mr. Cunningham designated in- 
sincere testimonials, paid-for testi- 
monials and testimonials for which 
free goods are given as the first dan- 
ger hole. 


Another red light was _ hoisted 


In the first four months of 1935 National advertisers 
spent more of their advertising dollars and used more 
advertising linage in The Philadelphia Inquirer than 
in any other Philadelphia newspaper. 


When the Nation’s leading advertisers single out a 
newspaper in any community to carry the bulk of 
their advertising effort, there must be a reason—and 
there is a reason in Philadelphia. 


For the six months ending March 31, 1935, The Sun- 
day Inauirer attained a new all time circulation peak 
of 677.135—nearly double the circulation of any 


other Philadelphia Sunday newspaper. 


Inquirer with 278,360 circulation far outranks any 


other morning competitor. 


When you consider that the combined circulation of 
the Daily and Sunday Inquirer of almost a million 
can be bought at one of the lowest milline rates in 
America, you have the reason for its dominance in 


the Philadelphia market. 


The Philadelphia Inquirer 


“Pennaylvania’s Greatest Morning Newspaper” 


The Daily 


CONTEST SMASH 


000 


os 
IN. PRiIz 


Full page newspaper advertising 
heralded the opening of the new 
Calox contest last week. 


above the “love awakener appeal,” 
former property of lipsticks and per- 
fumes but now becoming more ob- 
noxious by its promises for ordinary 
products from cigarettes to food- 
stuffs. Others were strung up for 
exaggerated, unbelievable claims and 
sex appeals to the sex that doesn’t 
use the product advertised. 

The third lantern marked the 
abyss of before and after technique, 
in which the second picture not 
only implies that the product has 
revivified the model, but that it 
also somehow had “combed his hair 
and washed his face.” 


“The Chamber of Horrors” 


Radio has reached the second of 
three apparently inevitable stages, 
he said. The first is the cautious 
stage. The second is one of greater 
freedom in keener competition, such 
as current laxative programs where 
“the only thing missing is the gurgle 
of the sewer,’ which he suggested 
for a theme song. He predicted the 
coming of the third stage—censor- 
ship. 

His last red beam was reserved for 
the chamber of horrors; the clutch- 
ing hand, twisted torso, furry tongue 
and peep into the model’s interior. 


Boucher Made Ad Manager 


of Hawaiian Pineapple 


Kenneth F. Boucher, formerly Pa- 
cific coast manager of Walter Bid- 
dick Company, radio station repre- 
sentative, has resigned to become 
advertising manager of Hawaiian 
Pineapple Company, Ltd. Mr. Boucher 
was previously associated with Pa- 
cific Railways Advertising Company, 
San Francisco, and prior to that was 
an account executive with the San 
Francisco office of Lord & Thomas. 

Paul H. Beuter, former advertising 
manager of Hawaiian Pineapple, has 
become advertising manager of the 
M. J. B. Company, San Francisco, 
importer of coffee, tea and rice. 

Walter Biddick Company has ap- 
pointed Don Robbins to succeed Mr. 
Boucher. Mr. Robbins was formerly 
with the Pacific coast advertising 
staff of the E. L. Cord Company, 
automobile manufacturers. 


Launch Campaign for 
Stride Foot Aids 


The Stride Products Corporation, 
maker of low price foot remedies 
and appliances, has launched a con- 
sumer campaign in newspapers 
throughout the country, following 
establishment of distribution in the 
drug store field. The company’s 
products have been sold through 
syndicate stores for some time. 

Newspapers are being used in 
Grand Rapids, Portland, Jersey City, 
Tacoma, St. Louis, Seattle and Mil- 
waukee. “Step Out with a New 
Stride” is the keynote of the cam- 
paign. Beaumont & Hohman, Inc., 
Cleveland, is in charge of advertising 
and sales promotion. 


New Paper for Resort 
The Atlantic City World, Atlantic 
City, a one-cent, eight-page daily 
newspaper, appeared for the first 
time May 1. The paper will be pub- 
lished on week-day afternoons. 


Chemist Appoints 
Luckey Bowman, Inc., New York, 
has been appointed to handle adver- 
tising of George A. Erkenbrach Com- 
pany, Jersey City, N. J., manufactur- 
ing chemist. 


DAVIS DEFINES 
AAAS ATTITUDE 
ON ADVERTISING 


Washington, D. C., May 8.—Saying 
that provisions recognizing advertis- 
ing in marketing agreements or 
licenses or both had been insistently 
asked for by “some advertising in- 
terests,” Chester C. Davis, admin- 
istrator of the Agricultural Adjust- 
ment Act, made available the text 
of his address defending the pres- 
ent AAA program before the School 
of Journalism, University of Mis- 
souri, May 3. 

The AAA official cited this denial 
of the request made by advertisers 
as an instance of the “scrupulous- 
ness with which our government has 
refrained from exercising restraints, 
and at the same time, shows how 
easily government acts may be mis- 
understood.” 

Mr. Davis declared, however, that 
such proposals made by the adver- 
tising interests “have a great deal 
of intrinsic merit. Certainly it is 
natural and right for an industry 
to want to make convenient arrange- 
ments for the collective financing of 
advertising which will increase the 
consumption of its commodity. It 
was only the part of the proposal 
involving the government that we 
could not accept for, of course, if 
the AAA assumed responsibility for 
collecting funds from producers for 
advertising, it would also have to 
accept the corollary responsibility of 
seeing that these funds were prop- 
erly expended. This would mean gov- 
ernmental supervision of allocation 
of advertising revenue.” 


Keeps Hands Off 


“We thought and we still think 
that the government should keep its 
hands off from control of the adver- 
tising revenue of newspapers and 
magazines,” Mr. Davis continued. 
“Even if the AAA tried its best to 
be fair in its approval of the alloca- 
tion of advertising funds between 
publications, it would not be long be- 
fore it would be accused of playing 
favorites and attempting to control 
the press through control of adver- 
tising. 

“The AAA does not want any such 
control nor even the appearance of 
any such control. Therefore, it has 
declined to permit inclusion of ad- 
vertising assessment proposals in 
marketing agreements or licenses. 
That refusal has been cited in some 
quarters as evidencing a desire on 
our part to hold down, or suppress, 
advertising. I want to say flatly 
that there is no basis for such appre- 
hension. On the contrary, recogniz- 
ing the value of advertising to the 
industries involved, the AAA has 
done and will do everything it can 
to assist any industry to make col- 
lective use of advertising, so long as 
governmental responsibility for col- 
lecting funds, and hence government 
control, are not in any way in- 
volved.” 

Admitting that the refusal of the 
AAA to include advertising provi- 
sions in marketing agreements had 
affected advertising appropriations, 
Administrator Davis said that there 
had “resulted temporarily smaller 
advertising expenditures for group 
advertising on behalf of a few com- 
modities in a few regions.” He 
noted, however, “the real source of 
newspaper or magazine revenue 
never could be found in provisions 
in our marketing agreements or 
licenses that required assessments 
for advertising. 


Advertising Helped 


“The real source lies in the mass 
purchasing power of farmers and 
city consumers. I suspect that for 
every dollar of adverse effect which 
our decision on this one provision 
has had upon advertising expendi- 
tures, the farmers’ adjustment pro- 
grams and marketing agreements, 
and their contribution to the pur- 
chasing power of agriculture, have 
increased the expenditure for adver- 
tising by thousands of dollars.” 
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May 13, 1935 ADVERTISING AGE 


A. 


iic Northwest 


ARM. HOME ™ GARDEN 


Sisson” The Sunday EF Oregonian ——* 


AN ADVERTISING 
OPPORTUNITY 


The Sunday Oregonian 


Fragrance of Country Blossoms Adds to Lure of Scenic Wonders 


@ The addition of FARM, HOME and GARDEN as a 

regular feature of the Sunday Oregonian is a definite : 
service to advertisers as well as to those living in this 4) os 
rich market area. FARM, HOME and GARDEN is a . 
‘natural’ for reader interest and reader response. It is 

packed with informative and interesting features 

written by Northwest experts for Northwest readers. 

It will be particularly helpful to the many people who 

have recently left drouth-stricken, dust-swept areas 

and settled in the great Pacific Northwest with its 

millions of fertile acres and its mild, equable climate. 

FARM, HOME and GARDEN articles and advertise- 

ments will be read with intense interest by these 

newcomers and by the thousands who will follow 

them to this evergreen land. (Recent news dispatches 

reveal government plans to transplant 25,000 more 

families from drouth areas to the Pacific Northwest.) 


8-page tabloid to be 
devoted to interests 
of all home. makers 
in the Pacific north- 
west. 


' 
dds to springtime beauty fields of driven snow. Where the appie orchards stand in magic squares soon the 
where. Particularly is it white will be tinged with pink. ees are blooming in the Hood River valley. 
with the fragrance of fruit Apples and pears should be in blossom within about ten days. Some sections in the 
trees valley with other types of trees have already provided their annual 


spec- 
ing is the one pictured tacle of orchards gloriously in Every.year thousands of motorists drive from 
rhe orchards are veritable fragrant urban centers to view the Pacific nérthwest’s famous panorama. 


Three distinct types of farm and garden equipment 
users are reached by this new FARM, HOME and 
GARDEN section—the city backyard gardener, the 


MECHANICAL REQUIREMENTS 
of Farm, Home and Garden 
Width type page 10 1/6” 
Depth type page . .. . 14 Ye” 
Single Column Width » ele 


Each Additional Column 21/14” 
Columns to Page 5 

Column Depth 198 lines 
Full Page... 990 lines 
Double Truck 2158 lines 


suburban acreage dweller, and the rural resident who 
farms on a large scale. These people are ABLE-TO- 
BUY newspaper readers. Crops and business have 
been good, with further excellent prospects for the 
coming year. 


You can build greater sales in this rich, ever-widen- 
ing market for farming, gardening and homemaking 
materials and equipment through the Pacific North- 
west’s fastest-growing newspaper—The Oregonian. 
Make sure The Oregonian is on your media list. 


THE SUNDAY OREGONIAN 


PORTLAND, OREGON 


National Representatives: VERREE & CONKLIN, INC., New York, Chicago, Detroit, San Francisco 
National Color Representatives: ASSOCIATED NEWSPAPER COLOR, INC., San Francisco, Los Angeles, New York, Chicago, Detroit, Cleveland 
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A.N.A. RESEARCH 
GROUP INITIATES 
FIVE PROJECTS 


White Sulphur Springs, W. Va., 
May 9.—The first announcement on 
the program of the Advertising Re- 
search Foundation, recently organized 
by the Association of National Adver- 
tisers, Inc., was made at the meeting 
of the A. N. A. here this week by 
Lee H. Bristol, vice-president, Bris- 
tol-Myers Company, New York, and 
chairman of the board of governors 
of the Foundation. Five projects 
have been approved and work has 
begun on three, the cost of which 
will be paid entirely by advertisers. 
The directors believe that the me- 
diums which would benefit from the 
other two should share the cost and 
the start will be delayed pending 
developments on this point. 

The latter two projects are, first, 
a radio study having the objective of 
clearing up the confusion resulting 
from the welter of conflicting claims 
regarding various methods of rating 
program popularity and of estimat- 


ing potential radio coverage, and, 
second, a study of window display 
circulation seeking answers to the 
questions as to whether it is possible 
to obtain authoritative circulation fig- 
ures on window display and to de- 
termine what constitutes effective 
display coverage in any given mar- 
ket. 


Study Departmental Operation 


The first study financed exclusively 
by the advertisers is a report on the 
organization and operation of the ad- 
vertising department, classified by 
companies that sell to the public, 
businesses that sell a service, and 
companies that sell to industrial 
markets. 

Actual case studies will provide 
the basis for this report. They will 
be supplemented by information de- 
rived from existing reports, books 
and data to be newly obtained from 
advertisers. Help will also be re- 
quested of teachers of marketing. 

The second is a continuation of the 
advertising budget study which has 
been conducted every two years by 
the A. N. A. It will show how 
the advertising dollar was divided 
in 1934 and where it is budgeted to 
go in 1935, not only by medium but 
by percentages spent for production 
costs and administrative expenses. 
The information will be classified by 
industries, as formerly. 


The third study also involves the 
taking over by the Foundation of 
an activity already previously in- 
itiated by the A. N. A. It is divided 
in two parts, the measuring of the 
effectiveness of single advertisements 
and campaigns, and methods of mak- 
ing practical application of the find- 
ings from the first step. 

The aid of a research organization 
made up of psychologists has been 
enlisted in this activity. Various 
methods of copy testing, such as cou- 
pons, test sales areas, verbal tests 
and laboratory tests, will be ex- 
plored. 

The report will not be released un- 
til numerous other psychologists, 
copy chiefs, agency research execu- 
tives and advertisers experienced in 
copy testing have checked the re- 
sults. The procedure, it is believed, 
will indicate how much confidence 
can be placed in each method and 
how it should be employed. 


Personnel of Committees 


Mr. Bristol’s associates on the 
board of governors of the A. R. F. 
are Ken R. Dyke, Colgate-Palmolive- 
Peet Company; Turner Jones, Coca- 
Cola Company; Bernard Lichtenberg, 
Alexander Hamilton Institute; Allyn 
B. McIntire, Pepperell Mfg. Com- 
pany; Stuart Peabody, The Borden 
Company; Paul B. West, managing 
director of the A. N. A., and, as sec- 


WE HAVE THOUSANDS MORE 


Samples of yearly purchases by a 


manufacturer of 


FANS, BLOWERS, HEATERS 


Stainless steel (tons).... 
Cold-rolled steel (tons). . 
Cold-drawn steel (tons). . 
Pressed-steel parts (tons). 
Steel tubing (tons)...... 
Zinc die castings (tons). . 


25 


325 


15 
10 , 
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Big Customers 
* LIKE THIS FOR YOU 


in Product Enginering 


puts you in direct touch with thousands 


Flexible couplings. .... 500 

ee ore. Sprite gp of companies making machinery, automo- 
earings........-- ; é : j 

tee. 500 biles, aircraft, household appliances, and 

Bronze bearings....... . 1,000 other mechanical products. 

Maes. ico civic ess 10,000 : 

Lacquer (gallons)...... 300 And it takes your story straight to the men 

Paint (gallons).......-. 2,000 


Who.... 


mobiles? 


1935 Christmas season? 


coming public works projects? 


still-unannounced products? 


men, development engineers, etc. 


. is now designing the 1936 auto- 


. who is perfecting the new Diesel 
engines that will go into service next 
year on the new stream-lined trains? 


. who is now developing the im- 
proved kitchen equipment for the 


. who is designing new machine 
tools that will be shown at the Ma- 
chine Tool Exposition in September? 


. . who is developing the new road- 
building machinery for use on the 


. . . who is specifying TODAY the 
steels, alloys, bearings, motors, gears, 
gaskets, paints, lacquers, etc., for these 


. the Product Engineering readers 
—the chief engineers, vice-presidents 
in charge of engineering, chief drafts- 


panies. 


materials in large 


are shooting for. 


who specify the parts, accessories, materials, 
and finishes. Product Engineering readers 


are the engineering executives of their com- 


The fan and blower manufacturer, some of 
whose purchases are shown here, is typical 
of the big customers you can sell through 
Product Engineering. They buy parts and 


quantities . . . in direct 


proportion to their production volume. 
Orders are big, and continuous. 


The 8000 subscribers to Product Engineering 
control the bulk of this buying. The cost of 
an effective advertising campaign in Product 
Engineering is small beside the stakes you 


Write us for particulars. 


PRODUCT ENGINEERING 


A McGraw-Hill Publication + 


Member A.B.C. and A.B.P. 


330 West 42nd Street, New York 


80 Is Enough 


Kansas City, Mo., May 10.— 
There has been considerable 
advertising as a result of the 
chain letter craze here, includ- 
ing the copy of a local cleaner 
who offered to supply multi- 
graphed chain letters and en- 
velopes free of charge, but the 
local citizenry agrees that the 
prize for the most unusual 
goes to this one, which ap- 
peared in the personal column 
of the “Star” this week: 

“CATHERINE QUINN has 
answered 80 chain letters; 
that’s enough. 721 Armour.” 

“I've been pretty conscien- 
tious about this thing,” Miss 
Quinn told a “Star” reporter. 
“A week ago last Thursday, 
letters started arriving from 
all over the country. And | 
sent them all out. So far I’ve 
received $5.20 in dimes. But 
I've spent about $10 in dimes, 
and for postage, paper and 
carbon paper.” 

Miss Quinn apparently has 
lots of friends. 


retary, George S. McMillan, assistant 
managing director of the A. N. A. 

The committees so far appointed 
to direct projects are: 

Advertising Department: Mr. Lich- 
tenberg, chairman; Ed. L. Gouedy, 
Eagle-Picher Sales Company; Theo- 
dore Marvin, Hercules Powder Com- 
pany; W. K. Page, Addressograph- 
Multigraph Corporation; Dr. M. W. 
Stofer, Norwich Pharmacal Com- 
pany; C. L. Reisner, De Laval Sepa- 
rator Company; Herbert Metz, Gray- 
bar Electric Company. 

Copy Testing: Mr. Dyke, chair- 
man; E. F. Johnson, Pennzoil Com- 
pany; Kenneth Laird, The Western 
Company; Douglas W. Meservey, Du 
Pont Cellophane Company; Claudius 
G. Pendill, Towle Silversmiths; Wil- 
liam W. Tomlinson, Scott Paper Com- 
pany; H. M. Warren, National Car- 
bon Company. 

Window Display Circulation: Mr. 
Jones, chairman; W. H. Leahy, Den- 
nison Mfg. Company: Ernest M. Os- 
walt, Campana Sales Company; 
Ralph Leavenworth, Westinghouse 
Electric & Mfg. Company; Arthur E. 
Tatham, Bauer & Black; and W. W. 
Wachtel, Loose-Wiles Biscuit Com- 
pany. 


Gets Talent First, 
Looks For Sponsor 


Reversing the usual procedure, the 
Joseph Katz Company, New York 
and Baltimore advertising agency, 
has obtained exclusive rights to pre- 
sent Fred Astaire, stage and screen 
star, in a broadcast series still await- 
ing a sponsor. Johnny Green, com- 
poser and orchestra leader, has been 
signed to collaborate in writing an 
original story and music. 

The financing of the agreement by 
the agency has been made less specu- 
lative by negotiations, said to be 
progressing satisfactorily, with three 
drug manufacturers. 


Starts Contest for 
Building Supply Dealer 


To effect an interchange of success- 
ful merchandising methods under 
Title 1 of the National Housing Act, 
dealing with sale of material for re- 
modeling and repair jobs, Building 
Supply News, Chicago, has inaugu- 
rated a special contest for building 
supply dealers. 

A truck valued at $1,000 and a 
trip to Washington will be given the 
dealer showing the most enterprise 
and ingenuity in applying the NHA 
to his own business. 


Libby Promotes Holman 


Scott A. Holman, for 24 years with 
Libby, McNeill & Libby, Chicago, has 
been elected a vice-president of the 
company. Mr. Holman will take 
charge of the Eastern pickle and 
condiment and vegetable divisions at 
once, with headquarters in Chicago. 
He was formerly manager of the 
Eastern sales division. 


Ganz Films Moves 


The William J. Ganz Company, 
producer of industrial motion pic- 
ture films, has moved from 507 
Fifth Ave., New York, to larger quar- 
ters at 19 E. 47th St. 


COOPERATION OF 
PREMIUM BUYERS, 
MAKERS IS URGED 


Misrepresentation Decried at 
Premium Meeting 


Chicago, May 10.—Premium manu- 
facturers and buyers would profit 
more from cooperation in working 
out sales promotion ideas than in- 
dulging in the “stupid and danger- 
ous” game of chiseling prices, W. W. 
Burkman, of Jewel Tea Company, 
Barrington, Ill., asserted here yester- 
day. 

Mr. Burkman cited several in- 
stances in various fields of manu- 
facturer-buyer cooperation, in ad- 
dressing a round table conference at 
the convention of the Premium Ad- 
vertising Association of America. 
Special 15-inch mop handles were 
produced for Jewel Tea Company by 
one mop manufacturer, so that Jewel 
salesmen could easily carry the mops 
on house-to-house calls, he said. 

In another case, a department 
store buyer asked a draperies manu- 
facturer to send a representative to 
train store personnel in display of 
draperies, to bring out texture, color, 
and beauty to the greatest advan- 
tage. That year the store’s drapery 
sales reached the highest point in 
five years. 


Studies Point of Sale 


The people at the point of sale are 
the ones to be considered in any 
premium plan, C. W. Browne, man- 
ager of marketing service, The 
United States Printing and Litho- 
graphing Company, Cincinnati, as- 
serted. 

With the assistance of his stu- 
dents in marketing classes at the 
University of Cincinnati, Mr. Browne 
conducted a personal survey, sup- 
plemented by a questionnaire study, 
of reactions of Cincinnati dealers 
toward premium promotion. 

“Today, a premium plan is not 
news to a retail dealer, it’s just an- 
other one of those things,’ Mr. 
Browne said. ‘Therefore, as might 
be expected, you will find indiffer- 
ence and opposition along with a 
certain amount of restrained en- 


thusiasm.” 
A properly conceived premium 
plan, effectively promoted, will 


change dealers’ attitudes, the speak- 
er added. 

One dealer declared: ‘Too many 
plans miss the mark because the 
premium has no bearing, either di- 
rectly or indirectly, upon the mer- 
chandise being sold. They should 
use an article that will increase the 
purchaser’s satisfaction of the arti- 
cle really being sold.” Another 
dealer expressed a desire for free 
premiums which serve a useful pur- 
pose in the home. 


Dealers Resent Overselling 


“We found,’ Mr. Browne said, 
“that dealers resent misrepresenta- 
tion and overselling of the premium 
itself, and their resentment is di- 
rected at the ‘silver-tongued radio 
orators,’ exaggerated magazine ‘cer- 
tificates of value,’ or counter cards 
that over-illustrate the article.” 

In preparing point of sale mate- 
rial for premium plans, the safest 
guide is an appreciation of the deal- 
er’s problems, Mr. Browne said. 

Logical, sensible, honest reasons 


for taking advantage of premium | 


offers should be given to consumers, 
Paul Crisser, Edward Katzinger 
Company, Chicago, said, in discuss- 
ing ethics for the premium busi- 
ness. He decried use of “silly, ficti- 
tious” values sometimes placed on 
premiums. 

“Don’t insult the intelligence of 
the public,” Mr. Crisser advised. 
“There has been more bunk about 
the value of the premium than any- 
thing else in the premium business 
today.” Appeals to the customer’s 
vanity, or his desire for utility, 


beauty, and decoration are as good 
as emphasis upon price values, he 
added. 
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ADVERTISING AGE 


WHEN Rudyard Kipling received the gold 
medal of the Royal Society of Literature in 
1926, only three other men in more than a 
century had achieved that infrequent honor. 

Sir Walter Scott, George Meredith and 
Thomas Hardy...the equally distinguished 
authors who preceeded him...were also writ- 
ers of fiction. And of these, Scott, at least, 
like Kipling suffered no prejudice in the 
minds of the academicians because he wrote 
very popular fiction. 

So Kipling spoke with the voice of au- 
thority when he said: “Fiction is truth’s elder 
sister. It is the oldest of the arts...the mother 
of history, biography and philosophy.” 

This writer of Great Fiction, whose work 
frequently has appeared in Cosmopolitan, 
knew, as you may judge from the quotation 
that heads this page, that there were no new 
stories, but only new ways of telling old ones. 

For the writers of today are confined, ac- 
cording to Kipling, to “those fifty ultimate 
comedies and tragedies to which the Gods 


Copyright, International Magazine Co., 1935 


“When ’Omer smote his bloomin’ lyre, 
He'd ’eard men sing by land and sea; 
An’ what ’e thought ’e might require, 

’E went and took, the same as me.” 


“THE MOST INFLUENTIAL BOOKS, 
AND THE TRUEST IN THEIR INFLU- 
ENCE, ARE WORKS OF FICTION,” SAID 
ROBERT LOUIS STEVENSON. “THEY 


RE-ARRANGE, THEY REPEAT, THEY 


CLARIFY THE LESSONS OF LIFE” 


mercifully limit human action and suffering.” 

Into the editorial offices of Cosmopolitan 
last year poured more than 45 _ stories every 
calendar day. 

All of these 16,000 tales turned on some 
one of the fifty basic plots. From that tre- 
mendous number, written by experienced and 
budding authors alike, were chosen those few 
stories big enough in their emotional stimulus 
to interest and arouse more than 1,600,000 
families every month. 

During the past four years various adver- 
tising agencies made a series of reader-interest 


surveys for Good Housekeeping and Time. 


From a print in the collection of the New York Public Library 


The most thought provoking result is the 
strength of those magazines that depend on 
the quality of their fiction for their continued 
hold on their readers. 

No one must weigh the quality of a mag- 
azine’s fiction so keenly as the man who pro- 
jects his advertising against its background... 
an idea that gains swift acceptance and ap- 
preciation as advertisers and agents take new 
appraisal of, and find new respect for, the 
emotional stimulus of Great Fiction. 

By every indication Great Fiction is the most 
profitable background for Effective Advertising. 
Who doubts that the Far-East stories of Kip- 
ling and Maugham stimulate round-the-world 
travel? Or for that matter who questions the 
value of a Katherine Brush serial in arousing 
a dormant interest in clothes and cosmetics? 

Men who sell know the emotional power 
of Great Fiction. Those who know it best use 
Cosmopolitan most...for Cosmopolitan, by ac- 
cepted critical standards, prints more Great 
Fiction per issue than any other magazine. 
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It’s Still Up to the Publishers 


Raymond Rubicam, chairman of | mented and made effective by the 
the board of the Four A’s, speaking _ various groups of mediums, operat- 
at the semi-annual convention of the ing as units for their respective 
Association of National Advertisers, | fields. 

Inc., at White Sulphur Springs last | 

week, concluded a discussion of the this and related matters by adver- | 
public relations problems of adver- | tisers, advertising agents and pub: | 
tising by saying that it is up to lishers have not yet been evident in | 
publishers and other owners of ad-| terms of action, we _ believe that | 
vertising mediums to control the progress has actually been made, 
situation by eliminating objection- 
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ahi — F 7 
While the results of discussion of | 


WHAT WOULD A TELEPHONE SURVEY SHOW? 


—Collier’s 


"You know, Murphy has no radio personality at all." 


Voice of the Advertiser 


Sharp-Eyed Reader 


a box is entirely of gold foil, so 
devised that it can be used as a jewel 


Foils Caption Writer ox after the contents are used. The 


To the Editor: 
this picture: 

If that red Cellophane strip wasn’t 
added recently to this 1909 model 
package, I’ve either lost my memory 


What's wrong with 


25-YEAR-OLD COPY HAS REBIRTH 


Fine For Digestion. 


able advertising copy. 

Opinion in the advertising field 
has been steadily moving in this 
direction for the past two years. In 
fact, those who have studied the 
situation with a full realization of 
the dangers of government regula- 
tion, on the one hand, and the possi- 
bilities of loss of public confidence 
on the other, due to the publication 
of a relatively small amount of bad 
advertising, are convinced that the 
remedy lies in the hands of those 
who control the channels for its dis- 
semination. 

The Proprietary Association has 
been doing good work in cleaning up 
the advertising situation in its field, 
as Lee Bristol pointed out in his re- 
port on the same program on which 
Mr. Rubicam appeared. Other indus- 
tries should be encouraged to go as far 
as possible in persuading members 
of their groups to eliminate objec- 
tionable features from their adver- 
tising. But there will always be a 
small minority who will not act 
voluntarily to protect the interests 
of all advertisers by curbing their 
own when it offends. That is why 


voluntary efforts must be supple- 


proposal to let the publishers estab- 
lish facilities for screening out ob- 
jectionable advertising has been re- 


ceived indicates the advance which | 


has been made in sentiment since 
the idea was first presented. 
Owners of advertising mediums 
have been reluctant to set up any 
bureau to censor copy in advance of 
a desire of advertising interests as 
a whole to have this plan put into 
effect. Now it seems evident that 
a program of this kind would be 


supported, and that it would operate | 


without serious resistance.  Indi- 
vidual mediums, such as the Na- 
tional Broadcasting Company, which 
have organized specific departments 
to pass on copy, have found that 
the plan is entirely practicable. Pub- 
lishers who have handled their own 
individual censorship problems have 
been able to correct many of the 
faults complained of. Yet group ac- 
tion cbviously is the only way to 
extend the benefits of this method to 
advertising as a whole. 

We believe that publishers who 
take the initiative in this field will 
find a minimum of resistance to their 
program. 


Eliminating Faults in Research 
Technique 


Leo E. McGivena, of the New York 
News, did a good job of debunking | curacy of the findings. 


research methods 
wrong answers because of faulty 
technique in his address at the A. 
N. A. convention last week. Mem- 
bers of the A. N. A. who heard his 
address were more than ever im- 
pressed with the necessity of estab- 
lishing correct procedures’. before 
undertaking research projects. At 
the same time, his talk likewise sug- 
gested the necessity of carrying for- 
ward research based on _ reliable 
methods, since the fields within 
which more specific data than now 
available is needed are numerous. 
The Advertising Research Founda- 
tion of the A. N. A. has already an- 
nounced five research projects, and 
it may be counted upon to perform 
a worth while service not only in 
the development of the information 
which is the objective of the re- 
searches, but also in establishing 


techniques which will insure the ac- 
In fact, ad- 


which produce | vertising will benefit almost as much 


from the establishment of correct 
methods as from the facts which ap- 
plication of those methods will show. 

Fact-finding has played an impor- 
tant role in making advertising and 
merchandising efforts more effective, 
and advertisers are today more con- 
scious of blind spots in their mar- 
keting programs than ever before. 
Thus there is an assured demand for 
the products of sound research, and 
at the same time an obvious need 
for the development of techniques 
which will eliminate justified crit- 
icism of results such as that so pun- 
gently presented by Mr. McGivena. 

Most research organizations agree 
that much can be done along this 
line, and we feel sure that they will 
make use of whatever improvements 
can be developed as to methods and 
standards. 


since the unanimity with which the | WRIGLEY => 
Tae PERFECT Com 


ine For Teeth 


| This advertisement, first used by Wrigley in 1909, reappeared without 
in newspapers of April 13. 

| or have been chewing Wrigley’s (up 
| to the Cellophane era) from the ’89 
| vintage. 

I think it might be a splendid idea 
to reproduce other advertisements 
from old scrap books that might ap- 
pear without change today, and still 
fit in with present-day advertising 
and merchandising schemes. 

WILLIAM F. SIGMUND, 
Henry J. Kaufman, Advertising, 
Washington, D. C. 


Vimay Does Interesting 
Job of Packaging 


To the Editor: Enclosed herewith 
is a photograph of a line of very 
striking packages, which are being 
used by Vimay, Inc., for its “Ampho- 
teric’” cosmetic preparations. This 
organization is headed by Victor 
Vivaudou and Louis B. Mayer, of 
Metro-Goldwyn-Mayer Motion Picture 
Studios. 

The unusual beauty of these pack- 
ages has already attracted consider- 
able attention among Pacific coast de- 
partment store merchandisers. 

The bottle is crystal white, the la- 
bel printed on gold foil. The jar has 
a gold foil label completely encircling 
the exterior, with a gold plated cap. 
The jar itself is violet color. The 


leolor scheme throughout is gold foil 
and violet. 
Cuer CRANK, 
* Chet Crank, Inc., Advertising, 
Los Angeles, Cal. 
v v v 


From England 

To the Editor: In reading this 
month’s issue of Sales Management 
(London), there was an article which 
had apparently been taken from 
ADVERTISING AGE which very much in- 
terested me. 

I have tried but without success to 
secure a copy of this publication, so 
I am writing to you to see if you 
would be good enough to let me have 
a specimen copy. 

C. S. BROADBENT. 
Wakefield, Yorkshire, England. 
, + 
Insurance Company to 
Aid Safety Campaign 

To the Editor: Charles F. Wil- 
liams, president of The Western and 
Southern Insurance Group, proposes 
to initiate a nation-wide safety or- 
ganization and in this movement he 
has been encouraged by promises of 
cooperation from eminent national 
and local advertising executives in 
an advertising campaign for safe 
motoring. 

Newspaper, magazine and other 
advertising mediums will be used ex- 
tensively in this movement to re- 
duce the present motor accident 
score of 35,000 killed and 1,000,000 
injured a year. 

The facilities of The Western and 
Southern Insurance Group are at the 
disposal of any responsible organiza- 
tion or individual seeking to partici- 
pate in this movement. 

Mats and electros free from adver- 
tising matter are being prepared 
with suitable space for the advertis- 
ing of the organization using them. 
The Western and Southern Insurance 


Group solicits correspondence with 
the view of cooperating with any ex- 
isting or proposed organization to 
promote this safety movement. 
J. J. DoyLe, 
Manager of Publicity, The Western 
and Southern Life Insurance Com- 
pany, Cincinnati, O. 


Bach Outlines Proper 
Use of Sponsored Films 


To the Editor: In reference to 
the article appearing on Page 19 of 
the May 6 issue of ADVERTISING AGE, 
regarding the opposition of the Hays 
organization to industrial films, I 
think you will be interested in read- 
ing the attached letter to Film Daily, 
which was published in that paper 
April 24. . 

There lies a very interesting story 
in this letter which is the only ex- 
pression on behalf of industrial films 
that has been made since the an- 
nouncement by the producers’ organ- 
ization of their attitude on this sub- 
ject for the future. . 

W. A. Bach, 
President, Audio Productions, 
Inc., New York. 

[Editor’s note: Mr. Bach’s letter 
to Film Daily reads, in part, as fol- 
lows: 


“It has always been our opinion, 
and we have backed this opinion by 
definite recommendations to our 
clients, that in prepagjng motion pic- 
tures for showing to the public deal- 
ing with the exploitation of a prod- 
uct, they should not at any time sail 
under false colors. Under ordi- 
nary circumstances the advertising 
picture has no place in the motion 
picture theater because the audiences 
are paying their money for entertain- 
ment and not for advertising. 


“If the subject of the picture be 
of broad national interest, such as 
safety, and be presented as Metro- 
politan Life Insurance Company has 
presented the picture ‘Once Upon a 
Time,’ which we made for them re- 
cently, in the nature of a contribu- 
tion to a public cause, then it is not 
advertising at all. 


“There are also some cases where 
a straight advertising picture may 
be utilized by the theater and the 
manufacturer acting in cooperation 
for mutual benefit. This is only a 
case of reversing the procedure, 
where the motion picture producer 
comes to an industrial company in 
search of a tie-up, but in those cases 
where the advertiser is placing a mo- 
tion picture program before the pub- 
lic outside of the theater, we are 
strongly of the opinion that he 
should not use regular theatrical 
short subjects as part of that pro- 
gram. 

We recommend our clients to pre- 
pare for such showings a complete 
program of pictures which tells the 
entire selling story they are desirous 
of exploiting and to wrap the whole 
story in an entertaining package. In 
other words, if they need sustaining 
material they should produce it 
themselves from their own particu- 
lar viewpoint. 

When this is done a direct show- 
ing to the public becomes purely and 
simply an advertising showing given 
on much the same basis as a radio 
broadcast. It definitely does not 
compete with the theater because the 
people attending the showing know 
it is an advertising show and that is 
the reason why they are able to at- 
tend it without paying admission. 

Or, of course there is another 
method open to the advertiser, and 
that is to purchase independent ma- 
terial which may be on the market 
and which has never been shown in 
theaters, perhaps because it is not 
entirely suitable, but which would 
fit very nicely into an advertising 
program. 

“Again, we feel that there is no 
competition with the theater and it 
is part of our policy that the de- 
velopment of industrial pictures and 
the showing of these subjects should 
be kept as far away from the field 
of theatrical entertainment in the- 
aters as possible.’’] 
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MINNESOTA 


IN THIS AREA \ ost 


ANNUAL RETAIL 
AUTOMOTIVE SALES Wyominc 


$710,790,000 


A CIRCULATION 
OF WEEKLY 
MAGAZINES OF 


640,550 


IN THIS AREA 


ANNUAL RETAIL 
AUTOMOTIVE SALES 


$697,587,000 


A CIRCULATION 
OF WEEKLY 
MAGAZINES 


838,256 


UNDERCOVERAGE THaT Is CostTLy 
Exists IN OKLAHOMA AND TEXAS 


4 Oklahoma and Texas the annual purchases of automobiles, tires, batteries, accessories, 

gasoline and oil are 1.9% greater than in the combined states of lowa, Nebraska, Kansas, 
North and South Dakota. On the other hand the combined circulations of all the national 
weekly magazines in Oklahoma and Texas amount to 23.6% less than in the five northern states 
listed. This means but one thing... that those manufacturers who need the business of the 
automobile owner and the prospective owner are securing a tremendous UNDERCOVERAGE 
of a highly profitable market if they depend on national media in their advertising program. Nor 
is this condition peculiar to the automotive industry. It holds for any advertiser whose business 
is nationwide in scope. But it is a condition that can be corrected quite simply by seeing to it 


that The Farmer-Stockman is included on your list. 


The FARMER-STOCKMAN -: Oklahoma City, Okla. 


203,448 Net Paid ABC CIRCULATION IN OKLAHOMA and TEXAS 
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CALVERT'S COPY | 
MAKES PLAY TO 
CURIOSITY BUMP 


New York, May 10.—Opening with 
a teaser campaign in urban news- 
papers, a new campaign on an en- 
larged line of whiskies has been 
started by the Calvert-Maryland Dis- 
tilling Company, Inc., which will in- 
volve use of 3,000,000 lines of space, 
addressing 22,103,713 readers. 

The teasers appear as four single- 
column advertisements in single 
issues of newspapers carrying the 
copy. Each advertisement builds up 
to the next one, and refers the reader 
to it by giving the page number. 
This preparation of the reader leads 
to a large announcement of two 
blends instead of one as formerly, 
and straight 100 proof five-year-old 
rye and bourbon. 

The two blends are introduced as 
Calvert’s Special Reserve and Cal- 
vert’s Special, while the bottled-in- 
bond is called Lord Calvert, after 
the founder of Maryland. The blends 
are offered in decanters, with special 
molding to differentiate the two. 


Historical Painting Used 


Featured in the copy are paintings 
by Edward Wilson, historical illus- 
trator. Following the introduction 
in leading cities, the campaign will 
swing into its regular stride with 
reason-why copy of not less than 400 
lines per insertion. Hommann, Tar- 
cher & Sheldon, Inc., is the agency. 

The campaign is built around the 
slogan, “clear heads call for Calvert.” 
This thought is developed in various 
ways, some of the copy using the be- 
fore and after technique. Thus, it is 
said that “you'll be glad tomorrow 
you said ‘Calvert’ today,” and “see 
yourself as tomorrow will see you.” 

The underlying thought is that 
proper use of good whisky leaves no 
awful aftermath. A mirror is used in 


one illustration, showing the gentle- 


M-G-M TO SPEND $600,000 FOR OUTDOOR ADVERTISING THIS SUMMER 


WELODRAMAS™ | 


Having tested the value of outdoor advertising as a tie-up with magazine and newspaper promotion last 

fall, Metro-Goldwyn-Mayer, through its agency, Donahue & Coe, Inc., New York, has now issued non-can- 

cellable contracts for 10,000 24-sheets monthly for six consecutive months in 1,500 cities. The first picture 
to be featured in the outdoor effort, which involves an expenditure of over $600,000, is ''Reckless." 


man straightening his tie before 
starting on an evening of fun, while 
in the mirror he sees himself as he 
will be in the morning. The advice 
in the text is: 

“Do to your head as you would 
have it do to you. Use it, don't 
abuse it. Stick to Calvert's old-time 
blended whiskies. Enjoy their finer 
flavor in gentlemanly moderation. 
You'll have a good night . you'll 
have a good morning. Good blend- 
ing, like good breeding, always tells. 
That’s why. . ‘Clear heads call 
for Calvert.” 

In adopting this slogan, Calvert- 
Maryland elected to stay out of the 
advertising affray involving miscel- 
laneous claims on percentages and 
tastes by competing distilleries. Its 
advertising will appear every week 
for 52 weeks. A group of magazines 
will also carry Calvert copy in colors. 
Painted boards and promotional ma- 
terial of novel character are sched- 
uled. 

In addition to the advertising of 
the brands mentioned, the company 


SER AP ent & 
+ 


BUY 


profitable markets! 
In Michigan and the Booth 


modern, daily newspapers. 


Grand Rapids Press 
Saginaw Daily News 
Kalamazoo Gazette 


I. A. KLEIN, Inc., Eastern Repr tati 


50 East 42nd St., New York 


BOOTH NEWSPAPERS, Inc. 
Pas 44 £4 $ ah net 


Jackson Citizen Patriot 
Bay City Daily Times 


Wee, 2 8 2652 8a 


Booth Newspapers 
Reach The 


ERS 


In MICHIGAN 


Populations make markets but it takes Buyers to make 


Newspaper Markets both of 


these factors exist today—busy factories and busy farmers 
mean increased pay checks and larger incomes. 


The Booth Newspapers reach more than a quarter of a 
million families who are buyers. They are ideal prospects 
for advertisers and can be reached thru this one group of 


Advertise To a Million Buyers In The 
More Than a Quarter Million Families 
Who Buy These Booth Newspapers 


Flint Daily Journal 
Muskegon Chronicle 
Ann Arbor Daily News 


J. E. LUTZ, Western Representative 
180 N. Michigan Ave., Chicago 


plans to devote to its Old Drum 
blend, selling for less than a dollar, 
one of the largest campaigns ever 
ziven a whisky of its price class. 

The Calvert story to date has been 
one of success. Wherever introduced. 
representatives of the company state, 
it has quickly captured 94 per cent 
of the package store distribution, 
and in New York City, probably the 
country’s most difficult liquor mar- 
ket, a 98 per cent coverage was 
ichieved in two weeks. 


Bill Augurs 
End of Long 
Poster Battle 


Boston, Mass., May 10.—-The end of 
ten years of litigation in Massachu- 
setts and federal courts is in sight 
here, with the introduction in the 
state legislature of a compromise bill 
for regulating outdoor advertising. 

The bill provides that no boards 
shall be erected in open country. 
Boards in reasonable proximity to 
two or more business establishments 
would, however, be permitted. The 
measure also permits appeal to the 
full board of commissioners of the 
State Department of Public Works, 
from decisions made by the board’s 
director of billboard permits. 

Joseph A. Mitchell, of the Outdoor 
Advertising Association of Massachu- 
setts, declares that the industry is 
not wholly in agreement with the 
bill’s provisions, but has agreed to 
accept them, because the bill removes 
much of the discretionary power of 
the present state outdoor director. 
He estimates that 40 to 50 per cent 
of billboards in the state would have 
to be torn down if the bill is enacted. 

Outdoor interests have fought cer- 
tain regulations of the public works 
department for many years at con- 
siderable expense. The industry re- 
cently lost its case against the regu- 
lations in the state courts. An ap- 
peal is now pending before the U. S. 
Supreme Court. 


“Boston Transcript” Names 


Vandenberg as Director 


Shedd Vandenberg, national adver- 
tising manager of the Boston Eve- 
ning Transcript, has been appointed 
advertising director. William H. 
Pond of the national advertising de- 
partment, has been made national 
advertising manager. 

Mr. Vandenberg had served as na- 
tional advertising manager for sev- 
eral years, and previously was as- 
sociated with the Hearst publications 
in Boston. 


Becomes Publisher 


J. L. Meeks, Jr., son of the pub- 
lisher of the Florence, Ala., Times 
and Sheffield-Tuscumbia, Ala., Tri- 
Cities Daily, has become publisher of 
the Gainesville, Fla., Evening News. 


Talley with WINS 


Andrew W. Talley has joined sta- 
tion WINS, New York, where he will 
act as contact man between New 
York agencies and the station. 


Improved Paint 


Makes Debut in 
East and South 


Philadelphia, Pa., May 10.—An in- 
tensive campaign for a revolutionary 
new paint, Jiffy-Namel, has been 
launched by Felton, Sibley & Co., 
Philadelphia, in the territory from 
Paterson, N. J., to Virginia. 

The new product is “stainless 
paint,” hailed as a logical sequel to 
stainless steel. Jiffy-Namel is made 
by a new and exclusive process, 
which the company is now applying 
in the manufacture of all of its out- 
side paint. 

Newspapers and outdoor advertis- 
ing are utilized for the campaign, 
which will continue until the end of 
June. The newspaper space averages 
680 lines. Six hundred 24-sheet post- 
ers are being placed on the boards in 
the campaign territory. 

Advertising declares that the prod- 
uct will not stain, crack or become 
unsightly, that it lasts one-third 
longer, covers more surface per gal- 
lon, and is more easily applied than 
ordinary paint. Colors are said to be 
“more permanent,” wholly rust-proof, 
and more resistant to smoke condi- 
tions than those of any ordinary 
paint. 

The copy states that the new paint, 
developed after three years’ research 
by the company, is recognized by 
architects and master painters as the 
greatest development in the industry 
in 21 vears. 

The Aitkin-Kynett Company, Inc., 
Philadelphia, handles the account. 


Revives Old Premium 
Plan for Coffee 


Arbuckle Brothers, coffee roasters, 
New York, have released a new pre- 
mium plan embracing the distribu- 
tion of a series of full-color litho- 
graphed pictures to promote the sale 
of Ariosa coffee, 75-year-old brand, 
especially strong in the South and 
Southwest. 

The series is known as “Heroes of 
American History” and, beginning 
with Columbus, carries the collector 
through the years with brief biog- 
raphies of each, the idea being to 
stimulate young people especially to 
appreciate the essential character 
and pioneer virtues of great Ameri- 


cans. J. R. Lewis, in charge of 
Ariosa promotion, developed the 
series. 


Arbuckle Brothers have used pre- 
miums for 75 years and the new plan 
closely resembles one used more than 
50 years ago, which was credited 
with no insignificant part of Ariosa’s 
early success. Pictures from that 
series of 1872 were recently offered 
the company. An album is given 
now when Ariosa coupons are sub- 
mitted in lots of 12. 


Two Appoint Kay 


J. Roland Kay, Ine., Chicago, 
international advertising, has been 
appointed to look after the foreign 
advertising interests of Waukesha 
Motor Company, Waukesha, Wis., and 
The Sisalkraft Company, Chicago, 
maker of building paper. 


PONTIAC HOLDS 
SALES SCHOOLS 
FOR FIELD MEN 


Factory Officials to Star in 
Special Skits 


Pontiac, Mich., May 11.—A series 
of two-day sales schools, designed to 
help more than 300 members of the 
field personnel of Pontiac Motor Com- 
pany to understand company policies 
and every function of the sales divi- 
sion, has been placed under way by 
A. W. L. Gilpin, vice-president and 
general manager. 

Central office executives will per- 
sonally supervise each sales school. 
The meetings will be conducted in 
each of the four Pontiac sales re- 
gions in the United States. 

The first meeting was held in New 
York May 6-7, and the second in 
Cincinnati May 9-10. The third will 
take place in Chicago May 16-17, 
while the fourth meeting will be con- 
ducted in Oakland, Cal., May 21-22. 
These points are the approximate 
geographical centers of the four 
Pontiac regions. 

Every departmental head in the 
sales division will take part 1n each 
program. Lectures and dramatic pres- 
entations will occupy important 
places in the two-day programs. 

D. U. Bathrick, assistant general 
sales manager in charge of the East, 
assisted Mr. Gilpin in conducting the 
meetings in New York and Cincin- 
nati. C. P. Simpson, in charge of 
the Western half of the country, will 
take a leading role in the Chicago 
and Oakland meetings. 


Present Skits 


Other sales executives from Pon- 
tiac’s central office who will take part 
in all meetings are L. K. Marshall, 
service manager; S. C. Bray, sales 
promotion manager; O. A. Lamoreux, 
parts and accessories manager; W. I. 
Gibson, car distributor; P. J. Dean, 
head of business management; and 
J. L. Johnson, organization and 
analyzation manager. 

John Baker, in charge of display, 
will accompany the groups. Special 
stage sets have been prepared for 
presentation of skits illustrating each 
point under discussion, with factory 
officials as the actors. The tour group 
includes a crew of stage technicians. 

Each department head will detail 
basic policies and future plans of his 
department. The skits and general 
discussion will follow. At the con- 
clusion of each session, oral and writ- 
ten examinations will be held. 

From 60 to 75 field men will com- 
prise the student body in each school. 
In attendance will be region and zone 
managers and assistants, car dis- 
tributors, office managers, parts and 
service representatives, and district 
managers. 


Dodge Spencers Two-Hour 
Morning Radio Program 


A new departure in radio programs 
was inaugurated Sunday, May 12, 
when local Dodge dealers initiated a 
two-hour variety show over KMOX, 
St. Louis, utilizing the period be- 
tween 8:30 and 10:30 a. m. 


The weekly show, directed by 
Ruthrauff & Ryan, Ine., Dodge 
agency, will be in the nature of a 
revue. 


Film Service Moves 


The Al. M. Smith Film Service, 
film advertising organization, has 
moved to larger quarters at 66 Glen- 
wood Ave., Minneapolis. Louis W. 
Zahonyi, formerly president of West- 
ern Display Company, and later af- 
filiated with the St. Paul office of 
General Outdoor Advertising Com- 
pany, was recently made Twin Cities 
sales manager for Smith Film. 


Organize Food Stores 


Thirty neighborhood stores’ in 
Birmingham, Ala., have organized 
as United Food Stores, for group 
buying and advertising. The stores 
have adopted uniform red and blue 
fronts, and special windew shields. 


— 


a " i ae t ee e : ‘ge * ty ‘ ‘ + ee . ee ; as ‘s ee Ne ane Re Mats Z ris rs 
ae || FO a I 
me i a A A tN tt RN Ne - 
ee ets z= ——_____— —— EEE i — ~ 

e* a wa CF _ 
> METRO-GOLDWYN- , JOTHAMUSICAL i 
x \ *» AS . : 
' by s 
= ai 
: = w ‘ if - . - i ‘ 4 
Pw en | » ee ‘ 1 | ‘ ee 
ee | | f _? © ie oe 7 \ 2°34 
ates . a i, ee , oe REY? Bes — 
ae ee : .y + are eae cee ae " p Bat : 
oe at | P “ 4 n~ | ‘’ f 4 a ou ee ree 8 wi) . ‘ x ie of e- 2)» 
* 5 is ¥ 7 sy ; Pe = Si : = : Bee ee" as 
ic 3 Rec. cel eto eee q “ie oa : . ’ ne # 
‘ \ ey, i eee —— i yg, WN Vice foe 

= ‘ ' nee wey ete —- a f ee | (a ci 

a 4 a | TOOLS catia Wanna. : oa ee a i 

pt AS eee Neto ae es, a +e eer alee, 

= é et ee ee a a ae ; vga ete We RRR, \ 

7 — | Ria’ ; f ‘ g& , <0 a : 4 _ s 
ee | - " be d 
nye Pa se eee ectenpinhencip ait gamed 
Bes eae | = lal . ? 
: p i me : - si : 
Shee | 
ay 
Teo 
a a = a 
ea Ne ‘ . ; aa sane 
be see ae | 
Pe eae 
ee | —-- 
er ie Seana 
ale 
+ ihe 
aoe 
a 
wee “2 
owe oe 
” ns | 
———————_—[—[—_—[_—[_$_$_$_— —n9hnhnRmmRaBa=_=_CeeG_e_ ee ————————— | 
Ee en 
sna . | 
Bek -—~“ . Ge , FAN Oe. “ST ' | 
4 re 
i ee 2 
a pO o 
ae ee 
i Sea, 
ie ——— 0 
: PY Pp 
ee ed I 
tl 
ee . 
4 
= - Pe 
f 4 aly “TTT — s Tau 
” _ b - r a a 
| N 
a Leta gM Ae, SO ieee SE Dae ds ao a oF ts ae: Ser ha a aa CP RG OY NES Ua Ce 4 oh a alee ee ao ee ee kee : ge 18 Seep ee  tteaiaie mater PSG py yal ye SPOR NTs Seat «mnie Ao ga Se par RCs ee 
eats : ee age Rey a ae ee CUR es ate ee eet me een) sn, ee = ad ar aan Bee Wis, Sita a rc aie Me ee Mm Oe i lh er a cic a AR ig tN ale a ot tiara na Yt? SOV A Mle ee al Ne iyo eae Rend oe beneath | SY ey = NS oh fe oe ee, el eee oe ie ‘ te : 


ws 6 ClUThhlUCUC 


on20T =e 


May 13, 1935 


ADVERTISING AGE 


Where Else In The Women's Field 


Lan You Buy 


2000,000 SUCH RESPONSIVE | 
CIRCULATION 


At 6?°Per line..2670 Per Page? 


HE LIKES THE 


EFFECT OF 
THIS NEW 
POWDER 


Order Before June 


AND GET THIS AMAZING BARGAIN 
THROUGH AUGUST °36 ISSUES 


| ieee the first time a magazine or Group of 
magazines in the women’s field with a 
reader age-average between 20 and 30 guarantees 
2 million circulation, A.B.C. If you order before 
June 20th you can buy this enormous, extra- 
responsive audience at the all-time low cost! 


Until that day Fawcett Women’s Group 
offers you 2 million circulation at $2670 per 
page—$1.34 per page per thousand. But this 
low price is not all. For Fawcett Women’s 
Group 2-million circulation is concentrated in 
the market which, as more advertisers are dis- 
covering daily, is the most responsive. 


NEW RAT 


June 20th. 


“ Faweett Women’s Group 


FAWCETT PUBLICATIONS, INC. 
2,000,000 CIRCULATION GUARANTEED, A.B.C. 


FAWCETT SCREEN UNIT 
1,000,000 CIRCULATION 
A. B.C. 


New York: 1501 Broadway 
Los Angeles: 536 South Hill Street 


THE AGE WHEN BEAUTY, 
ROMANCE AND GLAMOUR 


$3400 per page, $8.50 per line, effective with new guarantee, begin- 
September 1935 issues, 
Orders accepted through August, 1936 issues. 


Chicago: 360 North Michigan Avenue 
San Francisco: 1014 Russ Building 


_—_ 


20 10 30 


APPEAL TO MOST 
WOMEN 


_ HOUSEHOLD BUYING 


It is a market of women between 20 and 30. 
Other magazines and groups whose reader age- 
average is ten years or more older fail largely to 
sell the women who are learning buying habits 
now. They give you little chance to ‘‘catch ’em 
young”’ and make your brand their fixed buying 
preference. 


The time will never come when you won't 
find this market a gold-mine of sales. But the 
time is coming, on June 20th when you can’t 
buy this audience at this bargain price. Rates 
go up $2 per line, $730 per page, on that day. 
Get your orders in before the opportunity is 
lost. Mail them today to the nearest Fawcett 
Women’s Group office. 


unless orders received before 


FAWCETT FICTION UNIT 
1,000,000 CIRCULATION 
GUARANTEED A.B.C. 


Minneapolis: 529 S. Seventh Street 


— THE AGE WHEN MOST 
» WOMEN FORM FOOD, DRUG, 


rue 


AND A 
CAN OF 
THOSE BABY 
VEGETABLES 
I'VE SEEN 
ADVERTISED 


DER OF LOVE with LORETTA YOUN 


Confessions} 


1,000,000 
All-Movie 


Circulation 
Motion Picture Movie Classic 


Screen Play Screen Book 


The first guaranteed million all- 
movie circulation. Available sep- 
arately at $1,750 per page, $4.30 
per line until June 20th; $1,850 
per page, $4.50 per line after 
that date. But it actually costs 
only $1,335 when bought before 
= 20th as part of — 

awcett Women’s Group! 


FAWCETT 
SCREEN UNIT 


FOR ADVERTISERS WHO FIND IT MOST ECONOMICAL TO BUY ONLY 
ALL-MOVIE OR ALL-FICTION CIRCULATION — A NEW CONVENIENCE 


1,000,000 
All-Fiction 


Circulation 


True Confessions Romantic Stories 
Romantic Movie Stories 


Here is 1,000,000 circulation 
selected by the romantic type of 
fiction which appeals most etrong- 
ly to the younger woman. 
rately, $1,750 per page, $4.30 per 
line until June 20th; $1, “ef 
page, $4.50 per line after ut 
buy it in combination with Faw- 
cett Screen Unit before June 20th 
and you save an additional $415 
per page. 


FAWCETT 
FICTION UNIT 
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Rochester Clubs Elects proved valuable in former S.N.P.A. Taylor to Getchell 


Frederick D. Whitney has been 
elected president of the Rochester, 
N. Y., Advertising Club. Other offi- 
cers are Herbert R. Hanson, first 
vice-president; Charles A. Carruth, 
second vice-president; Matthew D. 
Lawless, treasurer; Lafayette R. 
Blanchard, Austin F. Grab and Fred 
W. Moore, directors. 


Retailers Organize 


The Syracuse Nabor Druggists As- 
sociation has been organized in Syra- 
cuse, N. Y., to foster cooperative 
advertising and merchandising plans. 
The association, which includes 37 
stores, plans to use weekly color 
pages to feature nationally adver- 
tised merchandise. 


Lane with Gotham 


Formerly sales manager of the 
American Bank Note Co., Sanford H. 
Lane has joined the Gotham Adver- 
tising Company, New York, as ac- 
count executive. 


NOWING in advance exactly what the appearance of the finished 
job will be, removes one of the greatest hazards in the production 

of advertising printing. Art work, engravings, type and ink have the 
opportunity of contributing their best when you select TICONDEROGA 


Program for 
S.N.P.A. Meet 
Is Completed 


Chattanooga, Tenn., May 11.—As 
in the past, the annual meeting of 
Southern Newspaper Publishers’ As- 
sociation, to be held at Hot Springs, 
Ark., May 20-22, will consist prin- 
cipally of committee reports and in- 
formal discussions, with a minimum 
of formal papers, the program, re- 
leased today by Cranston Williams, 
secretary-manager of the S.N.P.A., 
reveals. 

To facilitate the conducting of the 
association’s business, all topics on 
the program are subject to call at 
any time during the three days, 
rather than being specifically set for 


one day or another. This also is a 
{continuation of a practice which has 


meetings. 


Only Four Talks Listed 


Only four talks, in addition to 
committee reports, are listed in the 
program. F. Scott Kitson, comp- 
troller of the Miami Herald, will dis- 
cuss the accounting and credit prac- 
tices; Frank S. Newell, Toledo Blade, 
and president of International Circu- 
lation Managers Association, will dis- 
cuss circulation; H. W. Connell, San 
Antonio Express and News, will dis- 
cuss classified advertising; and 
Henry T. MelIntosh, Albany, Ga., 
Herald, will discuss forest fires and 
soil erosion. 

In addition to the reports of E. K. 
Gaylord, Oklahoman and_ Times, 
Oklahoma City, who is president of 
the S.N.P.A., and other officers, the 
convention will hear reports from the 
advertising, advertising agency, pos- 
tal and legislative, and numerous 
other committees. 


English Finish BOOK paper. 


Uniform finish, clear white color, and a soft, velvety appearance 
make TICONDEROGA English Finish BOOK the ideal paper for house 
organs, broadsides, folders, catalogs and booklets. Specify it for fine 


advertising printing. 


INTERNATIONAL PAPER COMPANY 


220 EAST 42nd STREET, NEW YORK, N. Y. 
Branch Sales Offices: Atlanta Boston Chicago Cleveland Philadelphia Pittsburgh 


Please address requests to Sales Dept. 


James I. Taylor, former agency 
owner and personal assistant to the 
late Thomas E. Edison, and more 
recently assistant retail publicity di- 
rector for Sears, Roebuck & Co., has 
been appointed to the contact staff 
of the Detroit office of J. Stirling 
Getchell, Inc. 


Wool Group Appoints 


Associated Wool Industries, 386 
Fourth Ave., New York, has ap- 
pointed Susan Bates as fashion di- 
rector. Mrs. Minna Hall Carothers 
has been named publicity director for 
the association, and F. B. Todd has 
been named merchandising director. 


Selects Moss-Chase 


The Bradford Oil Refining Com- 
pany, refiner of All Pen oil and gaso- 
line, has placed its advertising ac- 
count with The Moss-Chase Company, 
Buffalo. Newspapers and radio will 
be used. The account executives are 


J. Jay Fuller and A. O. Harris. 


Send for your copy of PLANNED RE- 
SULTS which illustrates the printability 
of halftones, type and mass color on 
TICONDEROGA English Finish BOOK. 


TICONDEROGA 


te 


English Finish 


INTERNATIONAL 


RANDALL TELLS 
NEW CONCEPTION 
OF WHISKY COPY 


Philadelphia, Pa., May 9.— The 
battle cry of constructive reform in 
the advertising and merchandising of 
liquor has been sounded on the Phila- 
delphia front. Repudiation of mis- 
representation and half-truths in 
liquor advertising and all procedure 
tending to make drinkers out of non- 
drinkers are keynotes. 

The man who proposes the crusade 
is Ira Sturgis Randall, who resigned 
about two weeks ago as general sales 
manager of the Frosted Foods di- 
vision of General Foods Corporation 
to become sales manager of Conti- 
nental Distilling Corporation. 

It is his stated aim to draft both 
wholesalers and retailers into a 
virtual vigilance committee to elimi- 
nate merchandising evils which de- 
veloped, he said, through the oppor- 
tunists’ entrance into the trade in 
the days immediately following re- 
peal. 

“Advertising must be dignified and 
above all truthful,” he said. ‘There 
must be an end to misrepresentation. 
We have had a lot of half-truths 
about liquor, particularly in the first 
months after repeal. I do not believe 
that the public needs any persistent 
campaign of education with respect 
to moderation, but there is a need 
for informing and impressing upon 
the public for its own moral and 
physical protection the necessity of 
patronizing bona fide dealers selling 
the products of legitimate manufac- 
turers. 

“The only argument that the boot- 
legger has had is price. We have 
never heard the bootlegger going into 
ecstasies about the purity and qual- 
ity of his wares. Fine liquor is now 
available at reasonable prices, con- 
sistent with the high taxes and 
license fees. We have a new environ- 
ment within the liquor industry and 
we must continue to elevate it.” He 
cited the decision of the Childs and 
Schrafft chains of restaurants to 
serve liquor as evidence of a new 
trend. 


Defines Continental Policy 


Continental, producer of Dixie 
Belle gin, Rittenhouse Square 
straight rye, the Classic line of cor- 
dials and other well-known brands, 
claims the largest distilling facilities 
in the world. 

“Stick” Randall, as he is widely 
known, served two terms as presi- 
dent of the Sales Executives Club of 
New York, was identified with many 
of General Foods’ largest campaigns 
and was one of the founders of the 
American Legion. He was an alder- 
man in his home city of Augusta, 
Me., and a captain in the World War. 
He and Col. Theodore Roosevelt were 
the first men to step across the Ger- 
man border after hostilities ceased. 

Of his new job, he said: “It will 
be a privilege to participate in a final 
clean-up to the end that racketeers 
defrauding the people with unsatis- 
factory and often-poisonous drinks 
may be eradicated and if possible 
put behind bars. This is the job of 
those who make and sell legal liquor. 
The industry has thrown off the old 
stigma. It is now a responsible fac- 
tor in human affairs, contributing to 
a demand which must be_ recog: 
nized.” 

Of Continental policy, he said: 
“The company definitely and force- 
fully declares that it will oppose 
any effort to make drinkers out of 
non-drinkers. Liquor has a place for 
those who use it with discrimina- 
tion, desiring to utilize it for the in- 
spiration and good fellowship it en- 
genders, all-around good cheer in hos- 
pitality, and for improving health 
and spirit. As stich it always has 
been and always will be popular. 
But we will not tolerate its misuse or 
any attempt to foster its misuse.” 


Celebrates Birthday 
Observing its 50th anniversary, the 
Pawtucket, R. I., Times published a 
64-page edition on April 30. 
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No. 5 of a Series 


The story of Bakelite is one of the most 
interesting and romantic in the whole in- 
dustrial field. Few synthetic materials 
have had the success recorded by Bake- 
lite. Its success has been based not only 
on chemical engineering genius, but also 
on the fine job of exploration and exploita- 
tion accomplished through Bakelite adver- 
tising. Allan Brown, advertising manager 
of the Bakelite Corporation, has won a de- 
served reputation as one of the clearest 
and soundest thinkers on advertising sub- 
jects. A former president of the National 
Industrial Advertisers’ Association and a 
director of the Association of National Ad- 
vertisers, he stands for the highest stand- 
ards of practice in advertising. His en- 
dorsement of business papers in the Bake- 
lite program is backed by years of suc- 
cessful use of industrial, trade and class 
publications. 


ALLAN BROWN SAYS: 
“THE BUSINESS PAPER 
PROVIDES A MENTAL MARKET PLACE” 


Busmness and class publications market place for his wares, where the buyer meets the 
provide the advertiser with an economical avenue of ap- seller on the common ground of mutual interest. 


h t cifi kets. Th Iso give the advertise 
PEOGER tO Speckic MarKS ee eee eee eae For a quarter of a century Bakelite Corporation has adver- 


rtuni itori i- , ? ‘ , 
an opportunity to parallel the editorial appeal of the busi tised in hundreds of business papers covering numerous 


ness paper in his advertising copy. industries. They have served as a spearhead for our en- 


tire advertising and sales promotion campaign. When we 
Many of these papers are the means by which business ° . — 


; ; approach a new market we study the business papers serv- 
men keep in touch with new developments, new products, 


ing that market. They frequently provide valuable infor- 


new machinery and processes. It is frequently possible mation fer determining the clhavecter of the muniet and 


for advertisers to tie in their product by selecting copy ap- in many cuses serve an the logical medium fer edvertisine 


peals that are in accord with subjects of current interest. 
Business and class publications provide the advertiser 


A business paper that is properly conceived and well- with an economical avenue of approach to specific mar- 
edited renders a valuable service to the industry or pro- kets. They also give the advertiser an opportunity to 
fession which it covers. By maintaining a high rate of parallel the editorial appeal of the business paper in his 
reader interest, it provides the advertiser with a mental advertising copy. 


This advertisement and those that follow are sponsored by these business papers: 


Advertising Age (ABC-ABP) Domestic Engineering (ABC-ABP) Milk Plant Monthly (ABC) 
537 S. Dearborn St., Chicago 1900 Prairie Ave., Chicago 327 S. La Salle St.. Chicago 
American Restaurant (ABC) Farm Implement News (ABC) National Provisioner (ABC-ABP) 
5 S. Wabash Ave., Chicago 431 S. Dearborn St., Chicago 407 S. Dearborn St., Chicago 
Automobile Digest (ABC) Hospital Management (ABC-ABP) Paper Industry, The (ABC-ABP) 
22 E. Twelfth St., Cincinnati 537 S. Dearborn St., Chicago 333 N. Michigan Ave., Chicago 
Bakers’ Helper (ABC-ABP) Hotel Bulletin and the Nation’s Chefs (ABC) Paper Mill & Wood Pulp News (ABC-ABP) 
332 S. Wells St., Chicago Insurance Exchange, Chicago 1440 Broadway. New York 
Bakers Weekly (ABC-ABP) Jewelers’ Circular-Keystone (ABC-ABP) Steel (ABC-ABP) 
45 W. 45th St. New York 239 W. 39th St.. New York Penton Bldg., Cleveland 
Boot & Shoe Recorder (ABC-ABP) Laundry Age (ABC-ABP) Welding Engineer (ABC-ABP) 


239 W. 39th St., New York 330 W. 42nd St.. New York 608 S. Dearborn St., Chicago 
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Et 


portant Retail 

~ Stores which 
sell Tower 

Star Fashions 


THE MAY CO. 


Los Angeles 


_ THE 
EMPORIUM 


San Francisco 


WOODWARD 
- & LOTHROP 


‘Washington, D.C. : 


BURDINE’S 
Miami 


WIEBOLDT 


STORES, INC. 


Chicago 


WILLIAM H. 
BLOCK CO. — 


Indianapolis 


YOUNKER 
BROS. 


_ Des Moines A 


D. H. HOLMES | 
CO., LTD. 


New Orleans — 


‘THE MAY co. 
Baltimore 


WM. FILENE’S 


SONS CO. 
Boston 


GOLDEN RULE. 


St. Paul 


_R. H. MACY | 
_& COMPANY | 


“New York 


ié 


‘L BAMBERGER 
& COMPANY © 


peer 


LA SALLE & : 


§ KOCH co. 
Toledo 


THE HALLE 


BROS. CO. 
e ~ Cleveland 


Ameer the Im- | 


Over II] Specialty and 


TOWER'S Sta” SALES PLAN 


SHOPPING WOMEN CIRCULATION 


TOWER shopping women readers, according to a 
recent survey are 79% married ... average age 
26... average 2 children to a family. 


ALL-VOLUME MARKETS 


ALL TOWER circulation is massed in 1276 markets 
tested by Woolworth for volume sales. Here are 
the markets where 75% of all retail buying is 
done today. Here are 67% of all department stores. 


BIG CITY IMPACT 


Where there is big sales potential there TOWER 
MAGAZINES offers big circulation. In cities of 
500,000 and over, 479,028. In New York City 
alone, 160,000, more than any woman’s magazine. 
In Chicago, 80,000 . . . other cities in proportion. 


This label identifies 


TOWER 


FASHIONS 


1 = = - caine se 
A Star Fashion Report goes every month to 2,000 buyers seissitts Dait 
and merchandise men _ he rf wpe 


“TOWER MAGAZINES, INC. 


IN 1276 BUSY MARKETS, THE YOUNGER HOUSEWIVES’ MAGAZINES 


N 


TO\ 
STEI 
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Department stores now sell 


WER St FASHION 


This is the first time big-volume stores have a eS 
had a magazine fashion service backed by a aE cae 
big concentrated circulation of shopping women. 


a 


TOWER 
Vise 
m a> 
AUNCHED three months ago, TOWER STAR FASHIONS are no 
longer a worthwhile experiment, they are an admitted 
success! 


! Originated by TOWER MAGAZINES to meet the younger 


woman's ever-growing interest in fashion trends set by Holly- 
wood, they are now sold in over 500 department and spe- 
cialty stores. 


When TOWER MAGAZINES’ capable merchandise service first 
presented the idea to the most important stores in the country, 
buyers, advertising managers and merchandise heads were 
united in their enthusiasm. The retailer understands. .. per- 
haps better than anyone else... the value of profiting by the 
concentrated circulation and fine editorial content of these 
magazines, which reach younger housewives buying in the 
1276 tested volume markets only. 


In the first presentation of TOWER 
MAGAZINES there were 128 stores... 
100 stores a month have been added 
: ... the number is growing daily. 


TOWER STAR FASHIONS MARK ANOTHER FORWARD 
STEP IN TOWER MAGAZINES’ POWERFUL SALES PLAN. 


Margaret Sullavan wearing 
a May Tower Star Fashion 


NEW MOVIE - 
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I ndustrial 
Advertising 


s IMPORTANCE 


AND IT 
TO MANAGEMENT 


Pass this along 
to the man who 
makes or breaks 
your advertising 
appropriation 


This is the address of Col. Willard 
T. Chevalier delivered before the 
T. P. A. in New York, March 11. 


Members of the Technical Pub- 
licity Association and of the Na- 


tional Industrial Advertisers Asso- 


ciation, will, 


copies from their respective asso- 


ciations—but 


If you haven't received a copy, or 
the boss of the advertising appro- 


priation hasn’t received a copy, 


just drop a line to— 


McGraw-Hill Publications 
330 West 42nd St., New York 


of course, receive 


DISTRIBUTORS 
IN FOOD FIELD 
FIGHT PREMIUMS 


Retailers Against Them Too, 
Convention Hears 


Chicago, May 9.—Food distributors 
are up in arms against use of bulky 
premiums by manufacturers and as 
a result threaten to sponsor anti- 
premium legislation in many states. 

This was the news brought to the 
opening session of the Premium Ad- 
vertising Association of America at 
the Palmer House yesterday by Paul 
Willis, president, Associated Groc- 
ery Manufacturers of America. Mr. 
Willis was one of a number of speak- 
ers at what developed into an anti- 
premium meeting. The virtues of 
premiums were to be more definitely 
emphasized at a second meeting 
Thursday. 

Premiums which are distributed 
with the merchandise they are to 
help to sell are regarded as an un- 
mitigated nuisance by food whole- 
salers, Mr. Willis reported. They 
double the tonnage to be handled, 
while in some instances, at least, re- 
ducing the profit through cut prices. 

In response to a question from the 
floor, Mr. Willis said that while pre- 
miums were adopted primarily as a 
price-maintenance measure, the pres- 
ent trend is to give premiums on cut 
price products. 


Called a Subterfuge 


Most distributors take the attitude 
that use of premiums is a subterfuge 
whereby the manufacturer gets his 
own advertising job done at the job- 
ber’s expense, according to Mr. 
Willis. 

This objection to premiums, he 
pointed out, can be met by using 
coupons which are redeemed by mail, 
or by using premiums so small that 
they are not a burden. The retailer 
is no more enthusiastic about pre- 
miums than the jobber, he added, 
needing all of his space for grocery 
stocks, and frequently having to dig 
into his own pocket to make up 
breakage losses. 

While reciting a long list of cases 
in which fabulous quantities of mer- 
chandise have been distributed by 
manufacturers, who presumably have 
made many new users at the same 
time, Mr. Willis concluded that as a 
whole, the use of premiums “is 
fraught with headaches.” He said 
that knowledge of results is still in- 
exact, but that it seems likely that 
premiums cause customers to shift 
from one brand to another, without 
creating gains for the industry as a 
whole. 

Andrew M. Howe, associate editor 
of Printers’ Ink, adopted a device 
long favored by radio advertisers to 
announce views of advertising agen- 
cies on premiums. Mr. Howe used a 
loud speaker hooked up to an ad- 
joining room, where some of his ac- 
complices were stationed. When Mr. 
Howe desired to quote an agency 
man, he would cock an ear to the 
loud-speaker, whence the stentorian 
tones of the alleged speaker would 
emanate. 


Agency Men Talk 


In this way, the audience heard 
from A. G. Peart, of Paris & Peart, 
New York, who said that agency 
argues in behalf of premiums when 
they fit into the strategy of a cam- 
paign; K. W. Plumb, secretary, Frank 
Presbrey Company, New York, who 
said his agency works closely with 
the advertiser in developing premium 
plans; Stacy W. Page, vice-president, 
Batten, Barton, Durstine & Osborn, 
New York, who pointed to the silk 
stockings recently given away with 
Silver Dust as proof of his agency’s 
interest in premiums: W. M. Mumm, 
president of Mumm, Romer, Robbins 
& Pearson, Columbus, O., who sug- 
gested that premium manufacturers 
allow a commission to agencies where 
the latter has anything to do with 
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Oil bootleggers, it seems, were stopped only temporarily by sealed 

cans, having discovered that a machine offered to housewives for 

home canning solved their problems. Tide Water Oil Company now 

re-foils the racketeers by putting Veedol on sealed cans containing 

tamper-indicating red circles and a white bar at points where the 
pernicious machines must do their cutting. 


the sale; and a couple of agencies 
which did not care to be identified. 

One of these said a specialist has 
been retained in his agency to keep 
abreast of premium developments. He 
made the comment that premiums of 
merit are hard to find and there is 
“too much junk” on the market. The 
other agency man _ suggested that 
premium plans be submitted to the 
agency for presentation to the client. 
The majority, apparently, had no ob- 
jection to direct calls, though they 
like to be informed of what is go- 
ing on. 


Merchandising Important 


J. S. Older, of Jim Duffy, Inc., Chi- 
cago advertising agency, who fol- 
lowed Mr. Howe, took the view that 
how the premium is merchandised is 
more important than any other issue. 
He allotted 60 per cent of results to 
advertising, with the other 40 per 
cent hinging on proper merchandis- 
ing. 

Mr. Older said ill feeling is a com- 
mon result of contests and that his 
organization has developed 30 ways 
of overcoming this drawback. 

L. B. Krick, vice-president of Me- 
Junkin Advertising Company, the 
final speaker, gave some interesting 
pointers. He urged that premiums 
have obvious value and that they be 
selected for their timeliness. Pre- 
mium offers, he said, should be easy 
to understand, and the contest itself 
should not be too difficult. The ad- 
vertiser should resist the temptation 
to make a profit on the premium. 
The premium should not be featured 
to the exclusion of the product it is 
supposed to help. 


Grombach Gets All 
CBS Recording 


Jean V. Grombach, Inc., program 
producing electrical transcription 
firm, and associate companies, 113 
W. 57th St., New York, have ac- 
quired complete control and have as- 
sumed full operation of the Columbia 
Concerts Corporation and the Co- 
lumbia Broadcasting System’s studios 
and plant in the Steinway Bldg., New 
York. 

The company has contracted to do 
all audition programs, and library, 
studio, and remote control recording 
for CBS. 


Joins Screenland Unit 


Homer M. Rockwell, for many years 
vice-president of Stanley E. Gunni- 
son, Inc., and more recently associ- 
ated with P. J. Carlin, has joined the 
_— staff of Screenland Unit, New 
York. 


Promotion Copy 
On Advertising 
Is Widely Used 


10.—N. W. 
has announced that 
more than 1,700 newspapers and 
scores of magazines are using the 
1935 series of advertisements pre- 
pared by the agency to aid publish- 
ers in advertising to the consumer. 

The series is being used by 36 farm 
publications, 30 general circulation 
magazines, and 15 women’s maga- 
zines. The service has also been sup- 
plied to 125 English language news- 
papers printed in foreign countries. 
The exact number of these newspa- 
pers using the copy is not available. 

The name of the agency does not 
appear in the copy. The purpose of 
the service, supplied for 17 years, is 
to advance the interests of advertis- 
ing as a whole through education of 
the public to read advertisements and 
buy advertised goods. 

A schedule of 52 8x10-inch seasonal 
advertisements, to run one day cach 
week, is prepared for newspapers. 
Three series of 12 advertisements, 
somewhat smaller, are prepared fcr 
women’s, agricultural and general 
magazines. 


Frank Wright, Radio 
Firm, Adds to Staff 


Jean Kent and F. Wyn Louthain 
have joined Frank Wright & Associ- 
utes, Pacific coast broadcasting firm, 
as associate members. The firm re- 
cently established San Francisco of- 
fices at 544 Market St. 

Miss Kent was formerly with KQW, 
San Jose, KLX, Oakland, and for 
the last two years has been with 
KTAB, San Francisco, as commercial 
representative, writer and program 
producer. Two years ago Miss Lou- 
thain joined NBC as commercial rep- 
resentative and announcer. She was 
previously associated with KQW, 
KFRC, San Francisco, and the Co- 
lumbia-Don Lee network. 


Merrick Leaves KHJ 


Mahlon Merrick, for two years con- 
nected with KHJ and the Columbia- 
Don Lee organization in Los Angeles, 
has resigned. Mr. Merrick will de- 
vote himself, for the present, to 
musical arrangements, recordings, 
and transcription work. Before join- 
ing the KHJ staff, Mr. Merrick was 
musical director for the Pacific coast 


Philadelphia, Pa., May 
Ayer & Son, Inc., 


division of NBC in San Francisco. 


CONSTANT CHECK 
BY LABORATORY 
WHISKY THEME 


United Distillers Feature 
‘Pre-Judged’ Line 


Chicago, May 9.—Featuring con- 
stant checking of product by an inde- 
pendent laboratory to assure whisky 
lovers that they are getting uni- 
formly high quality, United Distillers 
of America, Ltd., embarked this 
week on a new campaign which is to 
be extended until 200 newspapers and 
11 magazines carry the story. 

The first vigorous copy appearing 
in Chicago newspapers this week 
gave the following exposition of the 
“pre-judged” theme: 

“The Ekroth Laboratories, with its 
long, expert experience, and full 
equipment for liquor testing, was 
selected to present its findings on 
all U. D. L. brands. Out on the open 
market, without guidance of any kind 
from us, they buy at frequent inter- 
vals bottles of U. D. L. products. 

“Every sample they collect is tested 
and judged—judged with scientific 
thoroughness on each point. And 
that means from 35 to 40 different 
determinations for each sample. 

“Remember that this laboratory is 
a wholly independent institution of 
unquestionable standing. An exam- 
ple of this is indicated by the fact 
that it was selected time after time 
in the public’s interest by one of 
America’s great newspapers, which 
stood resolutely behind the Ekroth 
findings in its crusades on milk, on 
water, on beer and on liquors.” 


Use Radio Magazines 


The advertisement listed nine 
points which would be covered by the 
Ekroth analyses. They range from 
safety, given as the first requisite, to 
potability. 

Mr. Ekroth, who was introduced as 
former chief chemist of the Bureau 
of Foods and Drugs, New York City 
Department of Health, also gave the 
United Distillers program an auspi- 
cious start over Station WCFL 
Wednesday night, headlining the full- 
hour presentation. Other radio sta- 
tions will be used as desired time 
becomes available. 

In addition to the 200 newspapers 
to be used, the following magazines 
are on the schedule: American, Col- 
lier’s, Cosmopolitan, Elks’ Magazine, 
Esquire, Harper’s Bazaar, House and 
Garden, The New Yorker, Redbook, 
Time and Vanity Fair. 

In numerous meetings of jobbers’ 
salesmen and dealers, at which the 
advertising was pre-viewed, United 
Distillers’ products were described as 
the “mutual profit line,” offering ade- 
quate margins to the trade. 

A number of dealer helps will tie 
in with the advertising. A hanging 
plaque for bars and restaurants will 
feature the full slogan, “You know 
before you buy it’s prejudged.” A 
window card in color, a unique cock- 
tail book and a novelty folder given 
the dealer’s imprint are available. 
Distributors will boast handsome cer- 
tificates, resembling diplomas, which 
may be displayed on their walls. 

United Distillers advertising is 
handled by Amalgamated Advertising 
Agency, New York. 


Stars Mickey Mouse 


Mickey Mouse will enter the pub- 
lishing field May 15, when Hal Horne, 
Inec., 551 Fifth Ave., New York, will 
begin publication of the Mickey 
Mouse Magazine, a 44-page quarterly 
printed in four colors. The maga- 
zine will depict the adventures of 
Mickey and Minnie and other char- 
acters from Walt Disney’s “Silly 
Symphonies,” and will include fiction, 
puzzles and games. 


Larkin Made Manager 


E. H. Larkin has been made gen- 
eral sales manager of the Bryant 
Paper Company, Kalamazoo, Mich. 
He was recently elected vice-presi- 
dent of the company. 
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TRIES IT AGAIN 


IT’S A SENSATION! 


After a successful trial last year, 
the Milwaukee Electric Railway & 
Light Company is again offering 
unlimited use of current to house- 
holders for two months, at a guar- 
anteed cost not to exceed each 
householder's previous month's bill. 


HUGE INSURANCE 
WEEK CAMPAIGN 
IS READY TO 60 


Radio, Newspapers, Direct 
Mail to Be Used 


Philadelphia, Pa., May 10.—News- 
papers, radio, direct mail and posters 
will be used from Monday to Satur- 
day of next week in the broadest and 
most intensive advertising effort ever 
made in the field of life insurance— 
the observance of Financial Inde- 
pendence Week. 

Newspapers, the principal medium, 
will be used in 350 cities, with every 
state in the Union represented. Copy 
will appear in a total of 653 news- 
papers, with a total circulation of 
31,500,000. 

Headlining the radio program, in 
which both networks of the National 
Broadcasting Company will be used, 
will be an address by Alfred E. 
Smith, himself an insurance execu- 
tive as well as a rather well-known 
exponent of Democracy. 

A total of 136 life insurance com- 
panies, representing 91.5 per cent of 
all life insurance in force in the 
United States, will participate in the 
project, each company paying its 
share of the expense in proportion to 
the amount of insurance it has in 
force. Sales divisions of the various 
companies cooperating will tie in 
with the program by conducting a 
vigorous drive to merchandise their 
policies during the week. 


Four Insertions Planned 


The entire program is in charge of 
an executive committee headed by M. 
A. Linton, president of the Provi- 
dent Mutual Life Insurance Com- 
pany, of this city. Nelson White, of 
the same company, is chairman of the 
subcommittee on advertising. All 
advertising is being placed and 
radio time arranged through Young 
and Rubicam, Inc., New York. 

Newspaper copy will occupy 1,000- 
line space in cities of more than 200,- 
000 population and 600-line space in 
cities with populations of from 35,000 
to 200,000. It will be staggered 
among leading papers in the larger 
cities, with at least four insertions 
during the week in all cities of more 
than 100,000 population. 

The NBC Blue network will be 
used for Al Smith’s talk, scheduled 
for 9:15 Wednesday night. His topic 
will be “The Human Side of Adver- 
tising.” A discourse by John B. 
Kennedy, former editor of Collier's, 
now with NBC, entitled, “Is Life 


Worth Living?” will go out over the 
same network at 7:45 p. m. Monday. 

Dr. S. S. Huebner, professor of in- 
surance at the University of Penn- 
sylvania, will use the NBC Red net- 


work for discussion of the question, 
“What Do You Know About Your 
Life Insurance?” at 3 p. m. Wednes- 
day. 

A million and a half booklets will 
be mailed out by individual com- 
panies during the week, in addition 
to enclosure of blotters and use of 
sticker stamps on all correspondence, 
and colored posters have been dis- 
tributed for use throughout the 
country. 


Gets Four Accounts 

The Oswald Advertising Agency, 
Inc., Philadelphia, has been appointed 
to handle advertising of the Phila- 
delphia Laundry Owners’ Exchange; 
Wyomissing Glazed Paper Company, 
Reading; Narrow Fabric Company, 
Reading; and Industrial Trust Com- 
pany, Wilmington Dela. 


Shows Model 
Paint Store 


Chicago, May 10.—Turning tradi- 
tional paint store layout ideas upside 
down, a model paint store plan has 
been developed in Chicago as a prac- 
tical method of displaying an entire 
line of paints and wallpapers to the 
advantage of both customer and store 
owner. 

The store layout, and the sales plan 
in connection, were developed by 
William J. Miskella, 123 N. Jefferson 
St., paint expert, and author of sev- 
eral books on paint and related sub- 
jects, who has applied for patents on 
the layout and sales plan. The model 


store has been set up at his offices. 

In place of use of shelves, mer- 
chandise is displayed in a series of 
cabinets in the center of the store, 
running from front to rear. Along 
the side walls is a series of model 
rooms, including living room, bath- 
room, breakfast nook, and kitchen 
groups. Each illustrates attractive 
uses of paints and wallpapers. 

Centered in the rear wall is a mer- 
chandising cabinet, including certain 
design features which enable the cus- 
tomer to visualize exactly the ap- 
pearance of a room after decoration. 
For home calls by painting contrac- 
tors, a similar suitcase unit has been 
designed. 

“Prescription blanks” have also 
been prepared for the store manager’s 
use in taking orders for decoration, 


and for interesting the customer in 
a complete decoration job. 


Canada Dry Promotes 


Wilbur Collins, formerly general 
sales manager, has been made vice- 
president in charge of sales and ad- 
vertising of Canada Dry Ginger Ale, 
Inc. P. D. Saylor, chairman of the 
board, will continue to have close su- 
pervision over sales policies and ad- 
vertising plans, which he described 
this week to stockholders as being 
“the most vital part of our business.” 


Office Moved 


The San Francisco office of Camp- 
bell-Ewald Company has been moved 
to 1700 Claus Spreckles Bldg. R. V. 
Dunne was recently appointed man- 
ager of the office. 


Chicago 


prosperity .... 


Member A. B.P. and A. B.C. 


HOSPITAL MANAGEMENT 


Now has 28.6% higher coverage 
of the cream of the hospital market 


than it had in the boom days of 


HOSPITAL MANAGEMENT 


537 S. Dearborn St. 


330 West 42nd St. 


New York 
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SMELSER TELLS 
NEW BASIS FOR 
RATING SYSTEM 


Radio Problems Discussed in 
A.N.A. Address 


White Sulphur Springs, W. Va., 
May 9.—While predicting that the 
Cooperative Analysis of Broadcasting 
will shortly perfect a program rating 
system superior to any now existing, 
D. P. Smelser, market research man- 
ager of Procter & Gamble Company, 
Cincinnati, and chairman of the gov- 
erning committee of the C. A. B., took 
occasion, in addressing the Associa- 
tion of National Advertisers here this 
week, to rap the prevailing practice 
of twisting the results of research. 

Said he: “When agencies use the 
relatively low audience rating of an 
advertiser as a fundamental reason 
for that advertiser to change his 
agency, and when radio chains use 
the same material as proof that the 
advertiser should switch his program 
to another chain, the research method 
used is unjustly blamed. 

“When all of these things are done, 
there is not only a tendency to en- 
courage false indictments of the re- 
search method, but it betrays a funda- 
mental lack of understanding of the 
meaning of the research facts and a 
willful and lamentable abuse of the 
prevailing code of advertising 
ethics.” 


Uses Three Methods 


The Cooperative Analysis of Broad- 
casting, directed by a governing com- 
mittee made up of three A. N. A. 
members and two from the Four 
A’s, has attempted to provide the ad- 
vertiser and his agency with week- 
to-week information as to how his 


program compares in popularity with | 


others. The three methods hitherto 
favored are as follows: 

1. The coincidental method made 
by questioning radio owners as to 
“What are you listening to now?” 

2. The unassisted recall method, 
now used by the C. A. B., which is 
made by asking radio owners “What 
did you listen to?’ during a given 
period. 

3. The assisted recall method made 
by showing radio owners a list of 
the programs together with the hour, 
station and sponsor, to which they 
might have listened during a given 
period, and then asking what they 
heard. 

There are serious drawbacks to all 
of these methods, Mr. Smelser said. 

“In the coincidental method,” he 
explained, “we found we were calling 
too soon, while in the unassisted re- 
call method, as used by C. A. B., we 
found we were calling too late. The 
question which naturally arose was: 
Why can’t we combine these two 
methods, eliminating major defects, 
and retaining the advantages of 
both? 

Makes Four Calls a Day 


“Thus was born the four-calls-per- 
day method. At noon we question 
radio owners as to their listening in 
the morning; at 5 p. m. as to their 
listening in the afternoon; at 8 p. m. 
as to early evening programs; and at 
8.30 a. m. as to late evening pro- 
grams.” 

He said two important advantages 


1. The time between the broad- 
east and call has been shortened so 
that memory value is heightened. 
This is especially helpful for infor- 
mation on daytime programs. 

2. The interview is short, making 
for accuracy. It not only increases 
information as to daytime programs, 
but makes for more accurate data re- 
garding evening programs. 

Mr. Smelser said that the C. A. B. 
hopes to reduce the number of calls 
to three a day. 

He made some illuminating re- 
marks about the problems of build- 
ing radio programs. 

“An audience rating is not neces- 
sarily a selling rating,’’ he asserted. 
“A program which is listened to by 
20 per cent of the radio audience 
does not necessarily sell twice as 
much goods as one heard by only ten 
per cent of the audience. Most of 
us want a large audience, but it is 
well known that there have been pro- 
grams with the maximum audience 
which sold very little merchandise, 
while others with small audiences 
have been gold mines. 

“When events like the Hauptman 
trial are broadcast over independent 
stations, the size of chains’ audiences 
is materially affected. On the other 
hand, a previously announced speech 
by the President will increase the size 
of the audience for the preceding pro- 
grams. 


Many Variables Enter Picture 


“Weather may be so bad that 
people who normally would be out 
have to stay at home. Some of them 
will listen to your program. But the 
weather may produce so much static 
that even the stay-at-homes will turn 
off the radio. And if pleasant weather 
follows a bad spell some of the 
normal stay-at-homes will go out. 

“There are programs that must 
appear more frequently than once a 
week to maintain or increase their 
audience. There are other types 
which will lose popularity if pre- 
sented too often. 

“A program which is fairly accept- 
able will increase its audience as its 
age increases. There comes a time, 
however, when senility takes its toll. 
This is probably less true of musical 
programs than others.” 

Mr. Smelser also discussed the dif- 
ference between active and passive 
programs. The former, requiring ac- 
tive listening, is typified by Jack 
Benny’s program, while any rhythmic 


the latter head. 

A program requiring active listen- 
ing, Mr. Smelser continued, will re- 
sult in 80 per cent of the audience 
either being highly enthusiastic or 
heartily disliking it, with 20 per cent 
rating it between acceptable and no 
opinion. 

The passive program will be rated 
as follows: 20 per cent between 
highly enthusiastic and heartily dis- 
liking and 80 per cent between ac- 
ceptable and no opinion. 

Discussing research made by net- 
works, Mr. Smelser made three gen- 
eral criticisms: 

1. Each study was limited to 
listening areas of only the stations 
on a given network; 2, different 
methods were used by different net- 
works, making it difficult to compare 
the potential coverage of one set of 
stations with competitors; 3, a dif- 
ferent base was used for each station 
in establishing relative value of in- 
dividual communities in listening 
areas. 


Dean to Groves-Keen 
M. H. Dean, who formerly con- 
ducted his own studio, has joined 
Groves-Keen, Inc., Atlanta agency, as 
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Slack-filled bottle for Pompeian olive oil which allows the housewife 
to add the necessary ingredients for French dressing and then use 


the container as a shaker. 


Hazel-Atlas Glass Company produced 


the package. 


Quaker City 
Mayor Backs 
All- Sign Tax 


Philadelphia, Pa., May 9.—Local 
merchants, theater interests and 
others concerned with outdoor adver- 
tising, all on the uneasy seat for 
some time as the result of debate on 
numerous sign ordinances, have been 
thrown into real consternation by the 
proposal of a municipal levy on all 
signs. 

The proposed tax would affect 
everything from fence posters to the 
largest electric marquees in Phila- 
delphia, and it is estimated, would 
bring the city $500,000 a year. 

Mayor J. Hampton Moore person- 
ally drafted and introduced the new 
ordinance. He proposed its enact- 
ment, together with two regulatory 
ordinances. The new _ ordinances 
would replace 50 existing sign ordi- 
nances. 

The new ordinance would tax all 
types of outdoor signs, whether 
erected over the public highway or 
over private property. Exemptions 
would be based upon sizes of signs. 


|The tax is authorized by the Sterling 


act of 1931, permitting taxation by 
the city in certain fields not taxed 
by the state. 

Passage of the new ordinance prob- 
ably would be accompanied by repeal 
of a conflicting ordinance of 1920, 
which forbids display of signs on 
Chestnut St. projecting more than 18 
inches beyond the building line. 

It was stated that the new ordi- 
nance was intended to apply only to 
permanent signs, but that no general 
exemptions will be made for realtors, 
physicians, or parties engaged in 
other types of business or professions 
in order to avoid discrimination. 


Mrs. Roosevelt Makes 
Selby Contest Awards 


Distinguished for the quality of its 
entries, the national contest of the 
Selby Shoe Company, Portsmouth, O., 
was concluded this week by the deliv- 
ery of a $10,000 first prize certified 
check by Mrs. Franklin D. Roosevelt. 
The President’s wife, who was fea- 
tured in Selby’s recent broadcasting 
series, also presented the second prize 
of six Selby shoes a year for life. 

The entry list was composed al- 
most entirely to Class A advertising 
group, due to the fact that each of 
the 35,000 entrants was required to 
purchase a pair of Selby Arch-Pre- 
server shoes at a minimum price 
of $9. 


Widens Field 


The name of Tezas Citriculture, 
Harlingen, Tex., was changed to 
Texas Citriculture and Farming with 
the May issue. In addition to cov- 
ering citrus activities, the magazine 
will treat all phases of South Texas 
agriculture. 


CURTIS EXPANDS 
“AGENCY TERMS” 


Philadelphia, Pa., May 9.—Strength- 
ening the regulation pertaining to 
the agency’s responsibility to Curtis 
publications, and stressing the com- 
pany’s desire to have copy measure 
up to its standards, The Curtis Pub- 
lishing Company has issued a new 
edition of its “Agency Terms.” 

In the old edition, the agency dif- 
ferential of 15 per cent was condi- 
tioned upon the publisher’s satisfac- 
tion that the agency has rendered 
an adequate service calculated to de- 
velop the business of the client and 
that the agency has charged the ad- 
vertiser gross rates on all Curtis 
advertising. 

In the new “Agency Terms,” Curtis 
announces its policy to allow agency 
compensation only to such agencies 
as in its judgment are bona fide 
advertising agencies and which are 
qualified to render satisfactory serv- 
ice in respect of advertising placed 
in the Saturday Evening Post, Ladies’ 
Home Journal, Country Gentleman 
and any other publications controlled 
by Curtis. 

The terms accorded the agent are 
further subject to the condition that 
the magazines are satisfied the 
agency is “rendering adequate ser- 
vice calculated to develop our busi- 
ness upon a sound advertising basis,” 
the new edition emphasizes. 

The first two articles of the new 
“Agency Terms” deal with acceptable 
copy. This point was not covered in 
the old form. Article 1 states that 
the company reserves “the right to 
reject any order if, in our opinion, 
the standing of the advertiser or the 
nature of the advertised product is 
not acceptable to us,” and the second 
article declares that “all orders shall 
be subject to our approval of copy, 
including display, text and _ illus- 
tration.” 


Gulf Starts New Series 


The Gulf Refining Company, Pitts- 
burgh, starting May 19, will replace 
its Gulf Headliners radio series star- 
ring Will Rogers with a new Sunday 
evening feature known as the Gulf 
Variety Show, with James Melton, 
Hallie Stiles, the Revelers Quartet, 
Lou Lehr and Frank Tours’ Orches- 
tra. 


K. C. Club Sees Play 


The fifth annual presentation of a 
playlet on advertising, selling and 
merchandising by students of the 
Kansas City College of Commerce 
took place before the Advertising 
Club of Kansas City May 6. As in 


the past, the playlet was especially 
written for the annual event by Ben 
Henthorn, president of the College. 


NEW OLIVE OIL 
PACKAGE PLAYS 
ROLE OF SHAKER 


Baltimore, Md., May 10.—A striking 
new package, a combination con- 
tainer for olive oil and a shaker for 
making French dressing, has been 
introduced by the Pompeian Olive 
Oil Corporation, Baltimore, to solve 
a difficult merchandising problem. 
The new shaker, which resembles 
a modern cocktail shaker in design, 
is glass. It contains five ounces of 
Pompeian olive oil and all the house- 
wife needs to do to make French 
dressing is to add vinegar, salt, pep- 
per, sugar, etc., and shake. 

The innovation in olive oil mer- 
chandising is being featured in 
women’s magazines for May. Pom- 
peian and the trade are carefully 
watching consumers’ reactions. 

One of the big table uses for olive 
oil is in French dressing, and while 
the company wished to capitalize on 
the popularity of French dressing, 
Pompeian officials were unable to 
find, nor could they develop, a 
French dressing with a pure olive oil 
base that would hold up successfully 
as a complete commercial dressing. 

Any capital which the company 
might make of this popularity of 
home-made French dressing would 
have to be developed from some other 
source, it appeared. Since the moun- 
tain would not go to Mohammed, 
Mohammed must go to the mountain; 
therefore, it was decided to make it 
easier for the housewife to prepare 
home-made French dressing. From 
this came the idea for the shaker. 


Package Is Slack-Filled 


The big problem was to develop 
a practical package. This was cre- 
ated after eight months of experi- 
ments. Finally, it became necessary 
to pack under vacuum. 

In order that the other ingredients 
necessary to the French dressing 
may be added easily, the package is 
purposely slack-filled. This makes it 
easy for the housewife to follow the 
directions to add other ingredients 
and shake. 

This appearance of slack filling, 
however, is definitely offset by a con- 
spicuous tab across the face of the 
label which tells the “adding and 
shaking” story very completely. Di- 
rections are also given on the neck 
label as to what and how much to 
add. 

The Joseph Katz Company, Balti- 
more, handles the Pompeian Olive 
oil account. 


Philadelphia Mother 
Garners Oxydol Prize 


The ranks of America’s highest- 
paid copywriters were swelled again 
via the limerick route May 3 when 
a busy mother and housewife nosed 
out a field of a million contestants 
to claim the $5,000 reward for the 
best jingle in the Oxydol contest 
sponsored by Procter & Gamble Com- 
pany. 

The winner, Mrs. Julia Hogg, of 
Llanerch, Pa., received her check 
with appropriate ceremony at the 
Bellevue-Stratford Hotel, Philadel- 
phia. Charles Halcomb, P & G dis- 
trict manager, made the presentation. 


Warren to Hartman 


John Jay Warren, for many years 
prominent in outdoor advertising, 
has joined the executive staff of 
L. H. Hartman Company, Inc., New 
York advertising agency. Mr. War- 
ren formerly maintained offices at 
500 Fifth Ave., New York. 


To Exhibit Art Work 


The work of Chicago artists, de- 
signers and photographers will be 
shown at the third annual exhibition 
of advertising art, sponsored by the 
Art Directors Club of Chicago, in the 
seventh floor galleries of Marshall 
Field & Co., May 22-June 5. 


Powers Elected 
Albert H. Powers has been made 
vice-president of Joshua B. Powers, 
Inc., international publishers’ repre 


sentative, New York. 
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May 13, 1935 


ADVERTISING AGE 


A. B. P. DECRIES 
U. S. MEDDLING 
WITH BUSINESS 


Strongly-Worded Resolution 
Adopted at Meeting 


Hot Springs, Va., May 5.—The 
Associated Business Papers, Inc., 
holding its annual convention here 
today, adopted vigorous resolutions 
protesting against governmental in- 
terference with the normal processes 
of American business. Only through 
the development of the highest effi- 
ciency in production and distribution, 
it was declared, can high standards 
of living be maintained. 

The resolutions, prepared by a 
committee headed by Paul I. Aldrich, 
of The National Provisioner, Chicago, 
were adopted unanimously. They pre- 
sented the viewpoint of publishers in 
close touch with the trend of busi- 
ness sentiment in all fields, and there- 
fore were regarded as unusually sig- 
nificant. 

Special opposition to the licensing 
provisions of the new AAA bill now 
in Congress, to public ownership of 
railways, and to government compe- 
tition with private business, was also 
voiced in the resolutions. 

They were as follows: 

“As close and continuous observers 
of American industry and trade, the 
business press is convinced that the 
well-being and prosperity of our peo- 
ple must depend, in the long run, 
upon the maintenance of constantly 
increasing efficiency of production 
and distribution. Only in this way 
can high standards of living for the 
American consumer be maintained. 


Retain Profit System 


“To realize this objective it is 
essential that the development of 
new methods and processes fer the 
manufacture of goods required by the 
consumer, together with the promo- 
tion of efficiency in distribution and 
merchandising, be stimulated in 
every legitimate way. The chief mo- 
tivation of this development always 
has been, and we believe, must con- 
tinue to be, the incentive offered by 
the profit system. So long as the 
competent and the enterprising can 
anticipate rewards proportionate to 
the skill and energy expended, this 
progress, benefiting industry and the 
public alike, will continue. 

“Therefore, any tendency on the 
part of government to interfere with 
this vital process we believe is 
against public interest. Under the 
stress of emergency many measures 
have been adopted for the control of 
industry and trade which seem to us 
to be inconsistent with the tested 
principles which have been responsi- 
ble for national progress and the 
well-being of the individual citizen 
in every walk of life. Whatever merit 
these measures may have, as expedi- 
ents designed solely to meet the exi- 
gencies of a national crisis, it is mani- 
fest that they cannot be continued 
indefinitely without crippling the in- 
dustrial structure, dislocating and 
unbalancing the national economy, 
and reducing the opportunities of the 
individual business man, worker and 
consumer. 


Government in Business 


“We urge, therefore, that govern- 
ment discontinue, at the earliest pos- 
sible moment, all those temporary 
measures which have been found to 
interfere with the normal and healthy 
processes of American business, or 
which are not in keeping with tradi- 
tional American policies of indi- 
vidual progress through competitive 
merit, or of progressively higher 
standards of living for the people as 
a whole through continued increases 
in productive efficiency. 

“At the same time we recognize 
the right and duty of government 
to adopt those measures which are 
necessary for the protection of legiti- 
mate business and all other citizens 
from the exploitation of predatory 
interests, whether these be in the 


ranks of industry, finance or labor. 
We recognize the necessity of pro- 
tecting the public from natural mo- 
nopoly or monopolistic practices 
affecting production, rates, prices and 
wages. Industries which are nat- 
urally competitive should not be 
allowed to engage in monopoly prac- 
tices without government regulation. 
We, therefore, urge that, to whatever 
extent industry opposes government 
regimentation, it shall as a matter of 
consistency and sound economics ac- 
cept the principle and carry out the 
practice of free competition in the 
public interest. 


Specific Opposition 


“We are opposed to government 
operation of business enterprises 


and competition with its citizens. 

“We are opposed to government 
ownership and operation of railways. 

“We believe the restriction of free 
enterprise and competition through 
a system of government licensing of 
processors, as proposed in amend- 
ments to the Agricultural Adjustment 
Act, to be inconsistent with the in- 
terests of agriculture, business and 
the public. 

“We urge the elimination at the 
earliest possible moment of all arti- 
ficial brakes upon freedom of indi- 
vidual initiative and enterprise, be- 
cause we believe that through them 
alone employment can be expanded, 
and normal incentives for business 
development and capital investment 
provided.” 


Agency Named; Test 
Features Plane Trips 


Philip Klein, Inc., Philadelphia, 
has been appointed to handle adver- 
tising for the new Alcolite tooth 
powder, now being tested in the 
Philadelphia market. 

Free trips in the Alcolite airplane 
are being offered in conjunction with 
the sale of the tooth powder. 


Curran to Davenport 


Howard C. Curran, formerly associ- 
ated with the Chicago Tribune as as- 
sistant financial advertising man- 
ager, and later on the financial ad- 
vertising staff of the Chicago Journal 
of Commerce, has joined the Daven- 
port, Ia., Tri-City Star as national 
advertising manager. 


Associated Farm 


Papers Name Wiemer 


W. C. Wiemer has been appointed 
Western manager at Chicago for As- 
sociated Farm Papers. He succeeds 
J. Earl Swalley, resigned. 

Mr. Wiemer was formerly with 
Erwin, Wasey & Co., and later with 
Riddle & Young Company. 


Shows Leak-Proof Pen 


The Wahl Company, Chicago, 
maker of Eversharp pens and pencils, 
has introduced a new fountain pen 
with a leak-proof barrel. The new 
pen can be carried upside down, and 
no ink will flood into the cap. A 
new filling device also enables the 
pen to take a full supply of ink with 
a single stroke. 
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WO of America’s great cities; yearly retail sales 
totaling $525,000,000. .. . 


Yet a market of even greater size is lost to every 
manufacturer whose selling plan does not include the 


NEW YORK EVENING JOURNAL. 


For, in more than 600,000 solid substantial New York 
homes, annually spending well over Half a Billion dol- 
lars, the JOURNAL is the preferred newspaper . . . 
and always has been, year after year, good times or bad. 


Without these JOURNAL families, no one can possibly 
do business in America’s largest market with anything 
like the greatest possible profit. 


Their open pocketbooks have meant the whole differ- 
ence between loss and profit to scores of manufacturers. 


‘THE NECESSARY NEWSPAPER 
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ALL-YEAR COPY 
AIMED AT TWO 
WEEK TRIPPERS 


Use Dailies to Get ‘Middle 
Class’ Business 


Los Angeles, Cal., May 9.—The 
All-Year Club of Southern California 
has just launched the newspaper of- 
fensive of its 1935 advertising cam- 
paign, using 35 midwestern news- 
papers, and the New York American, 
Herald Tribune, and Times. 

Advertising in the Middle West 
will tell tourists how it is possible 
to have 12 days in glamorous South- 
ern California during a two-week va- 
cation, at moderate cost. The two- 
week vacation story will be modified 
somewhat in New York versions. 
The newspaper campaign supple- 
ments the club’s magazine drive. 

While the campaign will play up 
the glories of Southern California as 
a scenic wonderland, the club has 
also recognized the importance of 
time and cost elements of travel, and 
will place emphasis on time savings 
effected by modern transportation, 
and moderate vacation costs in Cali- 
fornia. 

Each newspaper 
carries a coupon. A _ blue-covered 
book, “California in a 2-Weeks Va- 
cation,” is being sent to all who spe- 
cifically inquire about a short vaca- 
tion trip, while a red-covered book, 
“Official Tourist Guide to Southern 
California,” goes out in answer to 
general inquiries, and is also being 
distributed to all incoming visitors 
at the state border. 

“Our magazine campaign endeav- 
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Newspaper copy of All-Year Club of Southern California, which is 
hy at convincing Middle Westerners that a two-week 
vacation in southern California is entirely feasible. 


ors to select the class market for 
California travel, while the news- 
paper campaign, being directed at 
the mass market, is aimed largely at 
people having only a two weeks’ va- 
cation,” William J. Pringle, of Lord 
& Thomas. the agency in charge, told 
ADVERTISING AGE, in explaining the 
strategy of the campaign. 

“Our task is to persuade them that 
a California vacation is more desir- 
able than one near home, and that 
they can do it in two weeks at rea- 
sonable cost.” 

The various copy techniques used 
in the newspaper campaign are based 
on analysis of the best pulling adver- 
tisements of recent campaigns, Mr. 
Pringle pointed out. 

“Where the main headline empha- 
sis is directly on the two weeks idea, 
we have found that best results come 
from being just as explicit as pos- 
sible in proving the point,” he said. 
“This accounts for the day-by-day 
calendar advertisement, and for the 
one in which we cite the number of 
Easterners who came to California 
in a two weeks vacation last sum- 
mer.” 

“Southern California in a Two 
Weeks Vacation?” the latter adver- 
tisement is headed. ‘153,662 East- 
erners did it last summer.” Count- 
ing week-ends, a two-week vacation 
is 16 days, the advertising points 
out, adding that the traveler may 
have a choice of transportation meth- 
ods and still have at least 12 days 
in southern California. Each day is 
a “thrilling new adventure,’ copy 
states. 

Many Types of Copy 


The sample calendar advertise- 
ment features 22 small squares, con- 
sisting of drawings showing a young 
couple’s trip to California, day by 
day, from the time that the decision 
is made to go West, until the return 
home. 

“A ‘More Curious Facts’ advertise 
ment is a new edition of the best 
pulling copy in our last magazine 
campaign,” Mr. Pringle said. “ ‘Six 
Puzzling Questions’ is another at- 
tempt to tie into the public’s interest 
in paradoxes and to take advantage 
of the greater readability of the 
question-and-answer form.” 

A movie map advertisement is also 
a new edition of the best pulling ad- 
vertisement in the club’s last news- 
paper campaign. Here the artist has 
pictured the many types of scenery 
in California, based on actual “studio 
location” charts. 

Another bid for the tourist’s atten- 
tion is the “fun map” which empha- 
sizes the wide variety of sports and 
recreations, ranging from skiing and 
mountain climbing to swimming and 
fishing. 

A small advertisement offering the 
free book was tested in resort sec- 
tions, run-of-paper, and preferred po- 
sition, “so that we are now able to 
tell which position will produce the 
most inquiries per dollar in each 
individual paper,” Mr. Pringle said. 


Howell to Brother 


Joseph Howell has joined D. P. 
Brother & Co., Detroit advertising 
agency. Mr. Howell was associated 
with Campbell-Ewald Company for 
five years, and more recently was 
with the sales promotion department 
of Olds Motor Works. 


Elect Heads 
Of Sectional 
4-A Councils 


New York, May 10.—Paul Cornell, 
yeyer-Cornell Company, Inc., New 
York, has been elected chairman of 
the New York Council of the Ameri- 
can Association of Advertising Agen- 
cies. J. L. Lavin, Lavin & Co., Inc., 
Boston, has been chosen chairman of 
the group’s New England council. 

New officers and governors of the 
Atlantic Council and the Western 
Council were announced recently in 
ADVERTISING AGE, 

Mark O'Dea, Mark O’Dea Company, 
Inc., was elected vice-chairman of 
the New York Council. Samuel W. 
Meek, Jr., J. Walter Thompson Com- 
pany, is the new secretary-treasurer. 
Newly-elected governors are Richard 
Compton, The Blackman Company; 
Lawrence L. Shenfield, Pedlar & 
Ryan, Inc., R. L. Strobridge, Newell- 
Emmett Company, Inc., and H. L. 
Whittemore, Richardson, Alley & 
Richards Company. 

Ernest V. Alley, Richardson, Alley 
& Richards Company, Boston, has 
been chosen vice-chairman of the 
New England Council, and George N. 
Merritt, Charles W. Hoyt Company, 
Inc., Boston, secretary-treasurer. S. A. 
Conover, S. A. Conover Company, 
Boston, and Henry B. Humphrey, 
H. B. Humphrey Company, Boston, 
were elected governors. 


Made Harvester Head 


Sydney G. McAllister has been 
named president of the International 
Harvester Company, Chicago, suc- 
ceeding Addis E. McKinstry, who has 
retired on account of ill health. Mr. 
McKinstry remains as a director. Mr. 
McAllister joined the Deering Har- 
vester Company in 1886 and Inter- 
national in 1903. 


Bryson to Reps 

Clifford H. Bryson, manager of the 
Muskogee, Okla., office of the Knapp 
Advertising Company for the past 
three years, has been made manager 
of the newly-established Oklahoma 
office of Frost, Landis and Kohn, pub- 
lishers’ representatives, at Oklahoma 
City. He will assume his new duties 
May 18. 


BUSINESS PRESS 
OF REICH SEEN 
AS NEAR RUIN 


A. B. P, Studies Results of 
Nazi Policies 


Hot Springs, Va., May 9.—The 
effect of government regimentation, 
plus inflation, on advertising and 
publishing in Germany and other for- 
eign countries was the subject of a 
remarkable report presented to the 
Associated Business Papers, Inc., by 
a special committee, headed by C. J. 
Stark, president of the Penton Pub- 
lishing Company, Cleveland. The re- 
port was based on a first-hand study 
of conditions abroad, and developed 
many important facts. The commit- 
tee felt that there is little immedi- 
ate danger of violent inflation in the 
United States. 

The picture of publishing condi- 
tions in Nazi Germany showed a 
marked contraction in the number 
and importance of business papers, 
and in the volume of industrial and 
trade advertising. 

“The powerful control of business 
affairs exercised by the Nazi govern- 
ment,” said the report, “has very 
definitely circumscribed the scope and 
functioning of the German business 
press. The radical reconstruction of 
the trade associations, according to 
a centralized plan, has deeply affected 
the many business and trade papers 
published by these associations. In 
Germany almost every association of 
this type, however small,. formerly 
issued its own trade paper or maga- 
zine. The revamping of existing 
trade associations has led to the dis- 
appearance of about 1,000 of these 
publications out of the former 4,000. 


Advertising on Down Grade 


“Since the assumption of power by 
the Nazis, there has been a consider- 
able contraction of business adver- 
tising which has unfavorably affected 
both the business and the general 
press. The various factors that have 
led to this contraction of advertising 


may be briefly summarized as fol- 
lows: 
“First, the numerous prohibitions 


for the erection of new and exten- 
sion of old plants issued by the pres- 
ent government have naturally di- 
minished the interest of machinery 
firms in spending large sums for ad- 
vertising their machines and other 
equipment. 

“Second, the strengthening of old 
and formation of new industrial car- 
tels (some of them compulsory) have 
restricted competition and thus less- 
ened the interest of member-firms in 
pushing their individual advertising. 

“Third, owing to the shortage of 
many raw materials, manufacturers 
in the respective industries were cer- 
tain of selling their entire output 
without special sales efforts, and 
therefore curtailed their advertising 
budgets. 


Other Countries Vary Less 
“Fourth, the replacement of pri- 


vate by public initiative and opera- 
tion (especially in the development 


of some of the new ‘substitute’ in- 
dustries) tended in the same direc- 
tion.” 

Advertising in German business 
papers fell off until in 1931-1932 it 
was only 40 to 45 per cent of the 1929 
level. From the middle of 1933 the 
trend was upward, and it still con- 
tinues. In January, 1932, advertis- 
ing rates were reduced 10 per cent 
as the result of a government emer- 
gency decree which was aimed at a 
general reduction in the prevailing 
level of prices. 

In Great Britain, the report stated, 
no marked variation in publishing 
costs has been shown in recent years, 
as the internal price level was not 
increased when the pound and the 
gold standard parted company. Ad- 
vertising and subscription rates are 
practically unchanged. 

The volume of advertising has in- 
creased substantially since the mid- 
dle of 1933, as the result of improv- 
ing trade. As vehicles for trade ad- 
vertising, it was stated, the influ- 
ence of British business publications 
is gaining ground. 

In France, production cost of 
business publications has shown nar- 
row fluctuations, though paper prices 
have decreased markedly. Subscrip- 
tion and advertising rates have 
changed little. Advertising volume 
has declined, the result in some cases 
of depressed industries due to loss 
of export markets because of the cur- 
rency situation. Volume has_ im- 
proved since the beginning of 1935. 

The committee closed its report by 
recommending that publishers be 
prepared to meet rising costs based 
on possible inflation by avoiding 
long-term advertising and subscrip- 
tion contracts, and adjusting sub- 
scription and advertising rates as 
costs advance. 


Five Stations Join 
In Exchange Pact 


An arrangement has been put into 
effect whereby stations WCBM, Balti- 
more; WDEL, Wilmington; and 
WOL, Washington, will receive radio 
programs originating in the studios 
of WMCA, New York, Donald Flamm, 
WMCA president, announced this 
week. 

In addition to WIP, Philadelphia, 
which has had a similar arrange- 
ment previous to this, WMCA will 
sell time over all five stations for 
simultaneous broadcasting. Adver- 
tisers will pay only for the station 
time, line charges being absorbed by 
the stations. 

Other stations in nearby states 
have asked for similar cooperation, 
according to Mr. Flamm. Programs 
from Baltimore and Washington also 
will be fed to WMCA. 


Florida Bill May Allow 
Citrus Ad Campaign 


Seven bills to stabilize the citrus 
industry, including one which would 
levy an excise tax on fruit to defray 
the expenses of a national advertis- 
ing campaign, have been passed by 
the upper house of the Florida legis- 
lature. 

The measures are now before the 
lower house. 


Magazine Promotes Davis 


C. O. Davis has been made Eastern 
advertising manager of Good House- 
keeping, according to announcement 
by E. W. Timmerman, advertising 
manager. Longest in service among 
the magazine’s advertising sales staff, 


Mr. Davis became a representative 


‘of Good Housekeeping in 1915. 


New Jersey 


MILLIONS OF PEOPLE MONTHLY 
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EX-BANK CLERK 
SOLVES ILLS OF 
ECONOMIC LIFE 


‘Consumer’ Speaks Again 
in New | Book 


New York, May 8.—Those who 
think the New Deal is a program, 
and not a system of tactics designed 
to preserve political existence from 
day to day, have taken fresh fright 
from “The Consumer Seeks a Way,” 
(Norton, $2), which advocates gov- 
ernmental protection of consumers 
on a broad scale through censorship 
of advertising, supervision of manu- 
facturing and the general adoption 
of regulatory commissions now con- 
fined to utility fields. 

Clark Foreman, collaborator on 
the book with Michael Ross, profes- 
sional journalist, is connected with 
the Department of the Interior at 
present and was formerly associated 
with the Julius Rosenwald Founda- 
tion. 

To make for wider and easier as- 
similation of their economic views, 
the authors have clothed their the- 
ories with a thin plot concerning 
John Littleman, college - educated 
bank clerk, his wife, Mary, and 
friends to whom the hero turns for 
advice when reduced to destitution 
after the loss of his job early in the 
depression. 


A Pleasant Prospect 


John recites how, spurred by his 
own necessity, he tries to learn why 
he and millions like him cannot get 
the means to buy the things that ex- 
ist in abundance. While the hu- 
man interest is almost nil, the sym- 
pathies of the reader are prevented 
from wearing to the point of disin- 
terest early in the story by the facts 
that John soon connected with the 
CWA and, about midway in the vol- 
ume, obtained a good job through 
political influence with the Tennes- 
see Valley Authority. Concluding 
chapters inspire the thought that 
John will become a good bureaucrat 
at a comfortable wage and that all 
jobless voters who agree with his 
views may share his good fortune. 

Through John’s interviews with 
government officials, manufacturers, 
bankers, farmers, educators and oth- 
ers, he is credited with evolving a 
solution by means of a national pol- 
icy based upon the interests of the 
consumer. 

John supposedly explains this pol- 
icy in an address which furnishes 
the concluding chapter of the book, 
describing it most definitely in the 
following summary: 

“There are two main avenues of 
attack by consumers. First and im- 
mediately, they can study and at- 
tempt to remedy the various frauds 
and impositions which they suffer 
through deceptive advertising and 
improper methods of manufacture. 
Every citizen should be interested in 
finding out whether or not he is get- 
ting the most for his money and 
whether or not he and his family 
are being poisoned by impure prod- 
ucts. 

“At the present time the best way 
to do this is by working with one 
of the organizations which I have 
mentioned, but at the same time 
there should be a concerted move- 
ment of all consumer clubs to get 
the government to set up a Bureau 
of Consumer Standards which would, 
as the result of careful testing, es- 
tablish reliable standards for goods 
commonly purchased by the ordi- 
nary consumer. 


More Government Responsibility 


“The second objective which we 
must work for is the extension of 
governmental responsibility over 
larger areas of our industrial life. 
The principle of having public com- 
missions to regulate production and 
distribution, which through long us- 
age in connection with public utili- 
ties has become part of the Amer- 
ican scene, should be accepted as 


EASY POURING 


New package of McCahan Sugar 

Refining Company, Philadelphia, 

which not only provides free pour- 

ing, but a large opening in the 

perforation for "spooning." The 

closure may be covered when not 
in use. 


necessary in many of the bigger in- 
dustries.” 

The organizations to which the 
foregoing refers and to which Lit- 
tleman looks for consumer leader- 
ship are the Federation of Women’s 
Clubs, Rotary and Kiwanis Clubs, 
the League of Women Voters, simi- 
lar organizations, and by far the 
most important, the County Con- 
sumer Councils set up with the aid 
of the National Emergency Council. 

“The Consumer Seeks a Way,” 
despite the expressed convictions of 
the hero, is praise of the New Deal, 
rather than an attack on the profit 
system and, according to a philoso- 
phy popular in Washington, its most 
conspicuous evil, advertising. 

An amusing passage finds fault 
with Consumers Research, Inc., in 
much the same way as the apostle of 
one faith criticizes a rival guide to 
salvation. There is another insight 
into the authors’ purposes when the 
hero is made to thrill at a speech by 
Dr. Tugwell. 

The book is sixth in a series by 
this publisher which are edited by 
Dr. Alvin Johnson, director of the 
New School for Social Research. 
The purpose of these volumes is 
to throw light on ways and means 
of redressing social wrongs, but no 
one plan is being supported. 


Four Companies 


Name Bakers’ Bureau 


The Bakers’ Consulting Bureau, 
Chicago, has been appointed to handle 
advertising of Oswald Jaeger Bak- 
ing Company, Milwaukee; Rice’s 
Bakery, with plants at Baltimore, 
Washington, and Newark; O’Rourke 
Baking Company, Buffalo; and Free- 
port Baking Company, Freeport, Il. 

Harvey G. Weiss, director of ad- 
vertising for the Bureau, has been 
elected vice-president in charge of 
advertising. 

Newspaper advertising on Honey 
Krushed wheat bread, originated and 
merchandised by the Bureau, now 
totals 800,000 lines each month, with 
copy appearing in 278 papers. The 
sale of the bread has reached two 
million loaves per week. 


Kreutzberg Promoted ; 


Bradbury to Penton 


E. W. Kreutzberg, who has been 
connected with the Penton Publish- 
ing Company, Cleveland, for the past 
19 years, the last ten years on the 
Eastern sales staff of Steel, and its 
predecessor, Iron Trade Review, has 
been made Eastern manager of Steel. 

L. D. Bradbury, for the past sev- 
eral years advertising manager of 
Birdsboro Steel Foundry & Machine 
Company, Birdsboro, Pa., has joined 
the Penton business staff, with head- 
quarters in Cleveland. 


Doom Campaign to Be 
Launched May 15 


Edgar A. Murray Company, Detroit, 
maker of Doom insecticides, will 
launch an aggressive radio campaign 
May 15, in anticipation of the broad 
market opening up with the approach 
of warm weather. 

Spot announcements will be used 
over 29 stations in states where the 
company has established distribution. 


Picks Gardner-Greist 


Robinson Furnace Company, Chi- 
cago, has appointed Gardner-Greist 
Company, Chicago, to handle its ad- 
vertising. The company manufac- 
tures and installs heating and air 
conditioning equipment and also in- 
stalls oil burners. J. M. C. Pease 
will direct service on the account. 


Seek Action on 


Agency Status 
In Australia 


Sydney, Australia, April 18.—Ad- 
vertising agencies should be regarded 
by both publishers and advertisers 
as principals, E. R. Badgery Parker, 
retiring president of the Australian 
Association of National Advertisers, 
asserted in his annual report at the 
association’s recent convention. 

“Today they are not in that posi- 


tion,” Mr. Parker said, in reviewing 
a special study of the question by an 
A. A. N. A. committee. “They are 
definitely agents, and it is a moot 
point as to whether or not they are 
the agents of the publisher or the 
advertiser.” 

Legal opinion, supported by strong 
evidence, is to the effect that the ad- 
vertising agent is the agent of the 
advertiser, and therefore the adver- 
tiser is liable for the acts of his 
agent, Mr. Parker declared. 

Working with the A. A. N. A. for 
a settlement of the problem is the 
\ccredited Advertising Agents’ As- 


sociation. A deputation waited on 
the Australian Newspapers Confer- 
ence last November, and asked that 
the publishers define advertising 
agents as principals in A. N. C. regu- 
lations for accrediting agencies. 

A decision regarding the matter is 
expected when the A. N. C. meets 
again. 


Takes New Post 


Jane Chase, for the past two years 


promotional manager of Kuryer 
Polski, Milwaukee, has been made 
general manager of the Nowiny 


Polskie, Milwaukee daily. 


2° 


of Every 
Omaha dollar 


is spent by World-Herald readers! 


That’s easy to understand—heca use, for every 100 families in Omaha, 
there are 96 World-Heralds sold in Omaha, every day—85% of Omaha 
families receive the World-Herald by carrier boy—alone. 


This means that in Omaha you can DO THE JOB at one cost! 
Most General, Retail and Classified advertisers take advantage of this fact. 
For years, they have used more advertising lineage, at a higher rate, in the 

Vorld-Herald than in the 2nd paper. Write for full facts. 


Total Circulation, Feb. 1935, Daily 127,417 
Sunday 125,320 
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ADVERTISING AGE 


May 13, 1935 


REGISTRATION AT 
AN. A. MEETING 


White Sulphur Springs, W. Va., 
May 9.—The registration list for the 
meeting of the Association of Na- 
tional Advertisers, which closed here 
yesterday, follows. The list includes 
only those who officially registered, 
and may therefore omit a number of 
persons who were present at the 
meeting. 


J, F. Alexander, United States Steel 
Corp. 


R. A. Applegate, Du Pont Company. 
J. F. Aspey, Jr., Black & Decker 
Mfg. Co. 


Warren C. Agry, Good Housekeeping. 

Wilbur L. Arthur, Paul Block & 
Associates, 

A. K. Barnes, Armstrong Cork Co, 

Warren L. Bassett, Editor ¢ Publisher. 

Robert W. Beucus, The Andrew Jer- 
gens Co. 

Edward L. Batton, Pittsburgh Plate 
Glass Co. 

A. K. Birch, Allis-Chalmers Mfg. Co. 

L. A. Bishop, Cosmopolitan, 

Robert D. Black, Black & Decker 
Mfg. Co. 

Burr Blackburn, Household Finance 
Corp. 

J. Bloch, Bloch Bros. Tobacco Coa. 

Thos. N. Bloch, Bloch Bros. Tobacco 
Co. 

Arthur H, Boylan, 
Products Co. 

Frank Braucher, Crowell Pub. Co. 

Lee H. Bristol, Bristol-Myers Co. 

O. A. Brock, Keystone Steel & Wire 
Co. 

B. A. Broughton, 
Battery Co. 

Albert Browdy, Gulf Steel Co. 

Allan Brown, Bakelite Corporation. 

Bob Brown, Servel, Inc. 

A. O. Buckingham, Cluett, Peabody & 
Co., Inc. 

John H. Bunting, Seiberling Rubber 


The Drackett 


Willard Storage 


H. K. Boice, Columbia Broadcasting 
System. 

George Bijur, Columbia Broadcasting 
System. 

W. Roy Barnhill, Transit Adv., Inc. 

Raymond Bill, Sales Management. 

Allen L. Billingsley, Fuller & Smith 
& Ross. 

John Benson, A. A. A. A. 

Howard Black, Time, Inc. 

Asa R. Blish, True Story. 

Fred Bohen, Meredith Publishing Co. 

T. L. Brantly, Crowell Publishing Co. 

Noel C. Breault, Advertising ¢ Selling. 

Cc. O. Bridwell, Outdoor Advertising, 
Inc. 
T. J. Buttikofer, International Mag. 
Co. 
Edward Caswall, The Climalene Co. 

Harry Caswell, W. F. Young, Inc. 

K. Wade Chapman, General Shoe Corp. 

Bennett Chapple, American Rolling 
Mill Co. 

John L. Cobbs, Jr., 
Petroleum Products Co. 
Gordon E. Cole, Cannon Mills, Inc. 

G. C. Congdon, Jones & Laughlin Steel 


Shell Eastern 


Corp. 
William Connolly, S. C. Johnson & 
Son. 
C. W. Cook, General Shoe Corp. 
Wm. C. Cox, Barron’s Weekly. 
é W. H. Cordes, American Steei & Wire 
0. 
G. B. Cushing, A. M. Byers Co. 
Kenneth Carpenter, National Broad- 
casting Company. 
John C. Cunningham, Newell-Emmett 
Company. 
W. H. Carey, Time, Inc. 
Arthur B. Church, KMBC, Kansas 
City, Mo. 
R. P. Clayberger, Calkins & Holden. 
G. D. Crain, Jr., ADVERTISING AGE. 
Archibald M. Crossley, Crossley, Inc. 
James DeCesare, Health Products Co. 
David M. Davies, Seagram Distillers 
Corp. 
F. S. Dieterich, The Mennen Co. 


IT’S BOUND TO PAY 


In the nine least prosperous States, 
one person out of 1158 reads Na- 


prosperous States, where per capita 
—_ ae 21% higher than in the 


or Hunting & Fishing. 


No wonder it pays to advertise to 
these 584,000 active prospects. 


NATIONAL SPORTSMAN 
HUNTING “& FISHING 


ston New York Chicago Atlanta 


Thos. J. Doherty, Pedlar & Ryan. 
T. F. Driscoll, Armour & Co, 

J. W. Dunbar, General Electric Co. 
Robert M. Dunn, Agfa Ansco Corp. 
Raleigh Dawson, U. S. Dept. of Com- 
merce, 

Margaret Dana, 
Pub., Inc. 

Frederic Drake, Harper’s Bazaar. 

F. D. Duke, Fortune. 

Lee Ellmaker, Woman’s World. 

L. P. Engel, The Kansas City Star. 
Lawrence J. Engel, Einson-Freeman 


Westchester County 


0. 

Arnold H. Exo, Household Finance 
Corp. 

W. J. Frankston, Mail Pouch Tobacco 
Co. 
Alfred L. Freden, Collier Service Corp. 
Alfred B. Frenning, The Spool Cotton 
Co. 

P. M. Fahrendorf, Jewelers’ Circular. 
H. M. Faust, Curtis Pub. Co. 

Eugene Forker, Hearst Newspapers. 
Anthony Hyde Francis, Westchester 
County Pub., Inc. 

W. B. Geissinger, 
Growers Exchange. 
Fred H. Gillespie, Pictorial Review. 
E. L. Gouedy, Eagle-Picher Lead Co. 
Bureh E. Greene, Chrysler Corpora- 
tion. 

W. J. Grimes, Wheeling Steel Corp. 
W. A. Grove, Edison General Electric 
Appliance Co. 

Laurence C. Gumbinner, Laurence C. 
Gumbinner Adv. Agency. 

Bernard Grimes, Printers’ Ink. 

Dan Gerber, Gerber Products Com- 
pany. 

Edward H. Gardner, Proprietary Asso- 
ciation, Inc. ; 

M. L. Gaffney, Robbins Publishing Co. 
L. Gillette, National Geographic. 

W. A. Gilman, N. W. Ayer & Son 

A. W. Gould, Webb Publishing Co. 
H. R. Hall, Bauer & Black. 

Herbert T. Hand, Jr., Batten, Barton, 
Durstine & Osborn. 

Philip C. Handerson, The B. F. Good- 
rich Co. 

Alfred E. Hanser, Hecker H-O Com- 
pany. 

Marvin Harms, 
Co. 
E. C. Harrington, Health Products 


California Fruit 


Premier-Pabst Sales 


Corp. 

Gifford R. Hart, Health Products 
Corp. 

Wm. A. Hart, DuPont Co. 

Geo. O. Hays, Steel. 

Carlton Healy, Hiram Walker, Inc. 
Cc. P. Herrschaft, E. R. Squibb & Sons. 
J. W. Holloway, Wheeling Steel Corp. 
E. T. Howson, Simmons-Boardman 
Publishing Co. 

George H. Hands, Woman’s World. 
J. D. Hooley, Crowell Publishing Co. 
F. T. Hopkins, National Outdoor Adv. 
Bureau. 

Stephen R. Hoye, Fortune. 

H. V. Jamison, American Sheet & Tin 
Plate Co. 

Lucien L. Kahn, The Estate Stove Co. 
Abbott Kimball, Kimball, Hubbard & 
Powell. 

T. Wylie Kinney, Station WOR. 

S. A. Kinsely, Republic Steel Corp. 
Jos. M. Kraus, A. Stein & Co. 

Edgar Kobak, National Broadcasting 
Company. 

John J. Karol, Columbia Broadcasting 
System. 

P. J. Kelly, Meldrum & Fewsmith. 

A. R. Leininger, The Parents’ Maga- 
zine. 

F. K. Leisch, A. C. Nielsen Co. 


Philip G. Loucks, National Assn. 
Broadcasters. 

Gilbert Lucas, N. Y. Theater Program 
Corp. 

A. B. Laighton, Jr., Bigelow-Sanford 
Carpet Co. 


Cc. L. Landon, J. M. Mathes, Inc. 
Chester H. Lang, General Electric Co. 
W. H. Leahy, Dennison Mfg. Co. 
Ralph Leavenworth, Westinghouse 
Elec. & Mfg. Co. 
John B. Leypoldt, Centaur Company. 
M. H. Leister, Sun Oil Company. 
Ralph L. Lippert, The Zanol Products 
Co. 
Robert L. Lloyd, International Nickel 
Co. 
Franz E. Lois, Seeck & Kade, Inc. 

C. J. LaRoche, Young & Rubicam, Inc. 

L. J. McCarthy, International Maga- 
zine Company. 

Elliott McEldowney, Henry L. Doherty 
& Co. 

J. N. McDonald, 
Mining Co. 

Allyn B. McIntire, Pepperell Mfg. Co. 

Harold W. McGraw, McGraw-Hill 
Pub. Co. 

Robt. H. Marriott, The Climalene Co. 

Theodore Marvin, Hercules Powder Co. 

Sidney Matz, Ex-Lax, Inc. 

Vinton H. McClure, W. S. Hill Co. 

Wm. G. Mennen, The Mennen Co. 

Douglas W. Meservey, DuPont Cello- 
phane Co. 

Lawrence E. Meyer, Inter. Cellucotton 
Products Co. 
A. L. Miller, Musterole Co. 

George A. Mott, Zonite Products Corp. 

E. H. McHugh, Hearst Magazines. 

Dwight Mills, Kenyon & Eckhardt. 

Herbert W. Moloney, Paul Block & 
Associates. 

Paul Montgomery, Business Week. 

Henry Morton, Morton Adv. Co. 

Leo Nijelsky, Swift & Co. 

R. J. Newman, Household Finance 


Anaconda Copper 


Corp. 
Walter J. Neff, Bamberger Broadcast- 
ing Service. 
Malcolm Niebuhr, Outdoor Adv., Inc. 
Arthur C. Nielsen, A. C. Nielsen Com- 
pany. 
A. H. Ogle, Needham, Louis & Brorby. 
Norman E. Olds, Perfection Stove Co. 
. Robert W. Orr, Lennen & Mitchell, 
ne. 
E. D. Odell. Drug Trade News. 
James O'Shaughnessy. 
H. J. Payne, Associated Business 
°apers. Inc. 
R. C. Patterson, National Broadcast- 


ing Company. 


BACKS DISTRIBUTOR 


Only at WOOLWORTH’S .. This Amazing 


NEW KIND or WALL COVERING 
You Can WASH 1000 TIMES! 


Wears Like 3 Costs of 
Finest Enamel Paint... 
Easy to Wash as Tile... 
. SENSATIONAL LOW PRICE! 
T= = 


Styled by Leading Amer 


nid Prctuswoly dy 


+ Fw WOOLWORTH 


The Clopay Corporation, Cincin- 
nati, which makes Fabray, inserted 
this “Woolworth” advertisement 
in a Boston paper recently. Copy 
plays up Woolworth's prominently, 
and does not mention the manu- 
facturer's name. 


Stuart Peabody, The Borden Co. 

J. D. Pease, Penton Pub. Co. 

Carl Percy, Carl Percy, Inc. 

John H. Platt, Kraft-Phenix Cheese 
Corp. 

D. T. Poole, American Sugar Refining 
Co. 
W. B. Potter, Eastman Kodak Com- 
pany. 

G. E. Philpott, Ralston Purina Co. 
Ben N. Pollak, Richfield Oil Corp. of 
NW. ¥. 

Allan T. Preyer, Vick Chemical Co. 
H. J. Pridden, Pridden, King & Prid- 
den, Inc. 

Don Parsons, McCall Company. 

Earle Pearson, Adv. Federation of 
America. 

John M. Peterson, 
Newspapers. 

Chas. C. Rees, Curtis Publishing Co. 
E. E. Robertson, Kansas City Star. 
William Reynolds, Servel, Inc. 

Ralph Trier, N. Y. Theater Program 
Corp. 

R. W. Roden, Johnson & Johnson. 
Walter S. Rove, The Estate Stove Co. 


Scripps-Howard 


Norman S. Rose, Christian Science 
Monitor. 

Geo. B. Sadler, Time. 

B. Morgan Shepherd, Agricultural 


Publishers Assn. 

George P. Shutt, 

Forum, 

John C. Sterling, McCall Company. 

Theodore Streibert, Station WOR. 

Edwin A. Sutphin, New York Sun. 

W. L. Schaeffer, National Tube Co. 

e J. B. Searborough, The Crowell Pub. 
0. 

a H. Schlabach, The Hygienic Products 
oO. 

‘ John W. Scoville, Chrysler Corpora- 
on. 

KE. L. Shaner, Steel. 

Lowell W. Shields, Hickok Mfg. Co. 

Dr. D. P. Smelser, Procter & Gamble 

Company. 

Robert L. Smith, Charleston Gazette. 

Donald Sperry, Good Housekeeping. 

L. H. Spiner, Shell Petroleum Corp. 

D. B. Stetler, Standard Brands, Inc. 

John Swenehart, Atlas Powder Co. 


The Architectural 


_ Howard H. Sypher, Jr., Bethlehem 
Steel Co. 

Don Shaw, National Broadcasting 
Company. 


A. E. Tatham, Bauer & Black. 
J. Coard Taylor, Ethyl Gasoline Corp. 
Harold B. Thomas, The Centaur Co. 
C. H. Thompson, W. & J. Sloane Co. 
H. S. Thompson, Dr. Miles Labora- 
tories. 
P. L. Thomson, Western Electric Co. 
Leonard Tingle, Progresstve Grocer. 
H. Ledyard Towle, Pittsburgh Plate 
Glass Co. 
Niles Trammel, National Broadcasting 
Company. 
Douglas Taylor, Printers’ Ink Pub. Co. 
Karl Wehmeyer, Liberty. 
Victor Whitlock, United States News. 
H. W. Weley, Curtis Publishing Com- 
pany. 
Harold A. Wise, Macfadden Pub., Inc. 
‘ns W. W. Wachtel, Loose-Wiles Biscuit 
oO. 
H. O. Ward, Chrysler Corporation. 
H. M. Warren, National Carbon Co. 
L. A. Weaver, The Stuyvesant Group. 
W. H. Weintraub, Esqutre. 
J. A. Welch, Crowell Pub. Co. 
Frederick L. Wertz, Window Adver- 
tising, Inc. 
John K. West, RCA Manufacturing Co. 
Elmer T. Wible, Pittsburgh Steel Co. 
A. Wright, Libby - Owens - Ford 
Glass Co. 
Roy C. Witmer, National Broadcast- 
ing Company. 
Edwin E. Zoty, Zoty Pub. Corp. 
Philip Zach, Capper Publications. 


Admen on B. B. B. Board 


Directors of the Boston Better 
Business Bureau, elected recently, 
include Herbert M. Cole, president, 
Boston News Bureau; Francis W. 
Hatch, Batten, Barton, Durstine & 
Osborn; and T. Frank Joyce, general 
manager, Eastern Advertising Com- 
pany. 


Getting Personal 


Snapshots of the ANA: “Stew” Peabody recognizing the new status 
of agencies by addressing their representatives as “independent con- 
tractors.” .. Leo McGivena denying that he ever operated as a struc- 
tural ironworker. . . Arthur Ogle arriving in time for a little advance 
golf. Ralph Leavenworth objecting because the program was so 
good it made it difficult to get enough time for golf. . Babe Meigs 
flying to the convention and getting there in time. .. Art Grove arriving 
without a hat, lost somewhere near Lexington, Ky.—not at the 
Derby. . . Frank Braucher giving Joe Cook the low-down on the firm 
of Bitten, Batten, Barton, Rubicam, Ruthrauff & Ryan. .. Niles Tram- 
mel admitting that attending conventions makes business good for 
Alka-Selzer. . . Harold B. Thomas turning all program compliments 
in the direction of Paul West. . . G. C. Congdon heading one of the 
largest groups of steel advertisers that ever attended the convention. . . 
Arthur B. Church relaxing in a barber-shop after a night flight in the 
fog to attend the convention. W. W. Wachtel finding that some 
people still remembered his talk at the A.N.A. meeting five years 
ago. .. Bill Benton getting his sun-tan playing tennis. . . George Bijur 
acting as nonchalantly as though operating with a big network was 
old stuff for him. . . Harry J. Prudden getting a lot of attention on 
his own account and even more on account of his daughter. . . Pro- 
fessor Pitkin comparing some advertising with whistling in a hurri- 
cane. . . Al Gould fraternizing with old friends from all sectors. . 
Wilmer Cordes agreeing that business is good in the farm field. . . 
Those stalwart Chicagoans, Marvin Harms, Joe Kraus and John Platt, 
getting compliments because of their attractive wives. .. Ben Chapple 
admitting that he likes to broadcast as the famous ironmaster. . . 
J. N. McDonald insisting that his golf game isn’t as good as it used 
to be. . . Dan Gerber letting Mrs. Gerber tell the Washington Post 
how strained vegetables for babies were tried out in the family first... 
Chester Lang returning by way of Cincinnati to inspect the G-E in- 
stallation at Redland field. .. Judd Payne enjoying a postman’s holiday 
by taking in the A.N.A. convention. . . 

Allyn B. Mcintire, president of the A.N.A., who presides at ban- 
quets without apparently a care in the world, is not only a member 
of the brain trust of Gov. Curley, of Massachusetts, but has been 
nominated for the presidency of the Boston Advertising Club. He is 
not only on the committee advising the state regarding a $100,000 
advertising appropriation, and a director of his suburban improvement 
association, but chairman of the house committee of the Charles River 
Country Club. Oh, yes, he’s also vice-president of the Pepperell Mfg. 
Company. . 

It runs in the family item: Frank Black, recently retired from the 
advertising department of William Filene & Sons Company, Boston 
department store, was re-elected to Filene’s board of directors the 
other day, while his son, Frank Black, Jr., advertisirg manager of the 
R. H. White Company department store in the same city, was named 
to a place on the White board almost simultaneously. 

Four men well known to advertising were honored at a banquet 
given by Penn Athletic Club, Philadelphia, May 2. Owen D. Young, 
G-E board chairman, M. H. Aylesworth, NBC president, David Sarnoff, 
RCA head, and Ed Wynn, who turned out to be a native of the city of 
brotherly love, made up the honored foursome. 

Shedd Vandenberg, who has just been promoted to the post of 
advertising director of the Boston Evening Transcript, is a nephew of 
Senator Arthur H. Vandenberg of Michigan. The Senator should be 
able to proffer some good advice to his nephew, inasmuch as he was 
publisher of the Grand Rapids Herald at one time. 

If Victor Marx, editor of Baker’s Helper, isn’t extremely punctual 
hereafter it won’t be the fault of his friends in the products control 
department of General Mills, Inc., who presented him with a handsome 
wrist watch last month. G. Cullen Thomas, vice-president of General 
Mills and head of the products control department, and some of his 
associates in the department gave Vic the watch as a token of their 
appreciation for his help in setting up the schools for bakers which 
the department is sponsoring. 

Needham, Louis & Brorby wonder if they hold the record for 
Derby enthusiasts among Chicago agencies. John J. Louis, Otto Stadel- 
man, Bill Jones and Hazel Cameron all braved the pouring rain to 
watch Omaha win the Kentucky classic. 


Workman Company Change Time for 


Appoints Doremus 


Workman Packing Company, San 
Francisco, maker of IXL tamales, 
enchiladas, and mushroom sauce, has 
appointed Doremus & Co., San Fran- 
cisco, to handle its advertising. The 
company has distribution in Wash- 
ington, Oregon, and California. 

An experimental campaign will be 
launched soon in the San Francisco 
Bay region. 


Selects Kelso Norman 


The Rheem Mfg. Company, of 
Richmond and Los Angeles, Cal., has 
named Kelso Norman Organization, 
San Francisco, to conduct its adver- 
tising. The company manufactures 
steel barrels, service station pumps, 
and other products. Direct mail and 
business publications will be used. 

Kelso Norman has also been ap- 
pointed by the Bireley Orangeade 
Company. A sectional campaign will 
employ newspapers, business publica- 
tions, and radio. 


Names Harlan 
The Royal Amber Brewing Com- 
pany has appointed M. E. Harlan 
Advertising Agency, San Francisco, 
to direct its advertising. Newspapers 
and outdoor advertising will be used. 


Appoint B-D-C 
The Australian National Travel As- 


seciation has appointed Bowman, 
Deute, Cummings, Inc., San Fran- 


cisco, to handle its advertising. 


Campbell Broadcasts 


Starting May 3, the Campbell Soup 
Company’s dramatic musical review 
“Hollywood Hotel,” will inaugurate a 
new time schedule for the summer 
months. It will be heard on a CBS 
coast-to-coast network each Friday 
from 9 to 10 p. m., EDST, instead of 
the previous time of 9:30 to 10:30 
p. m., EST. 

The May 3 program will feature 
Grace Moore, who will present scenes 
and songs from her new picture, 
“Love Me Forever.” 


Arndt Agency Moves 


John Falkner Arndt & Co., Inc., 
Philadelphia advertising agency, has 
taken the entire 23rd floor in the 
Lewis Tower Bldg. The agency’s 
move is its third into larger quar- 
ters since it was founded by John F. 
Arndt and David B. Arndt in 1924. 


To Aitkin-Kynett 
J. Allan Hovey, formerly with 
Stewart, Hanford & Frohman, Inc., 
Rochester, N. Y., has joined the staff 
of the Aitkin-Kynett Company, 
Philadelphia advertising agency, as @ 
copywriter. 


Appoints Kyle 
Albert Frank-Guenther Law, Inc., 
Philadelphia, has appointed Milton 
T. Kyle as an account executive. Mr. 
Kyle was formerly associated with 
Doremus & Co., and the Philadelphia 
News Bureau. 
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Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 749. Three Judges. 

The space buyer is three buyers 
in one, Review of Reviews points out, 
a judge of editorial value, circulation 
value, and the soundness of a maga- 
zine’s advertising record. This book- 
let tells how Review of Reviews 
meets these requirements. Cross-sec- 
tions of readers and advertisers are 
provided. 


No. 750. Heat Waves and _ Air 
Waves, or Why Advertising on 
WLS Will Pay This Summer. 
WLS, Chicago, reports findings of 

surveys on summer broadcasting, 

analyzes the trade outlook in its re- 
gion, explains listening habits of its 
audience, and summarizes results ob- 
tained by WLS summer advertisers. 


No. 751. More Power to You! 
WOR, Newark, which recently in- 


creased its power from 5,000 to 
50,000 watts, tells how its greater 
broadcasting effectiveness is con- 


trolled to conform to population and 
distribution, and describes its new 
high-fidelity broadcasting equipment. 


No. 723. Eatra Spending Money. 

The Oklahoma Farmer - Stockman 
explains how the oil industry pro- 
vides $115,000,000 additional revenue 
annually for Oklahoma and North 
Texas farmers. 


741. Good Housekeeping Announces 
the Beauty Clinic. 

Good Housekeeping pictures its 
new beauty salon, where the maga- 
zine’s beauty editor and assistants 
will determine the practical worth 
of beauty preparations offered for 
advertising in Good Housekeeping, 
supplementing the scientific tests of 
purity and safety as conducted for 
many years by Good Housekeeping 
Bureau. 


No. 681. Two Years— Three Maga- 
zines in One. 
McCall's “Three Magazines in One” 


makeup was introduced two years 
ago. This portfolio describes adver- 
tisers’ and readers’ reaction to the 
innovation, furnishes statistics on ad- 
vertising lineage, newsstand sales, 
requests for editorial service ma- 
terial, etc., and reveals results of 
surveys of reader interest in edi- 
torial features. 


No. 7138. Get Busy, Detroit! Digest 
Motorists Are Going Places and 
Doing Things. 

In the spring of 1934, the Conoco 
Travel Bureau, a division of the Con- 
tinental Oil Company, purchased 
space in The Literary Digest and 
other publications to advertise a 
trip-planning service. This booklet 
compares results obtained for the 
advertiser. 


No. 691. The Butcher, 
Candlestick-Maker. 
An easy-to-read NBC booklet sum- 

marizing results of a study by the 

Psychological Corporation of groc- 

ers’, druggists’ and gasoline dealers’ 

reactions to radio and other adver- 
tising. Also available is a separate 
book presenting the complete report, 

“A Study of the Relative Effective- 

ness of Major Advertising Media.” 
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MAN 


~all carpenters at work 


--factory PAYROLLS UP 7 
-only 52 unemployment 
New Car Sales UP 607 


IDEAL TEST MARKET 
of 87,000 --served only by 
Janesville (Wis.) Gazette 
Radio Station WCLO 


Hotels Name Arndt 
to Direct Campaign 


Leading resort hotels in the Po- 
cono Mountains of Pennsylvania 
have organized the Pocono Moun- 
tains Vacation Bureau, and have en- 
gaged John Falkner Arndt Com- 
pany, Philadelphia, to direct an ad- 
vertising campaign to attract sum- 
mer trade. 

Edward C. Jenkins, director of 
publicity for Buck Hill [nn, Buck 
Hill Falls, has been made managing 
director of the new group. 


Cambridge Papers Merge 


The Cambridge, Mass., Chronicle, 
founded in 1846, has been sold to the 
Cambridge Sun, with which publica- 
tion it will be merged. 


Western Air 
Express Opens 
New Campaign 


San Francisco, Cal., May 9.-—West- 
ern Air Express, principal air route 
to the East via Los Angeles and Salt 
Lake City, has released an exten- 
sive newspaper advertising cam- 
paign. The company has appointed 
the San Francisco office of J. Walter 
Thompson Company to handle its ad- 
vertising. 

Newspapers will be used in cities 
on the line and in tributary territory 
as well. The initial campaign fea- 


tures faster time, convenient sched- 
ules, and a view of Boulder Dam by 
air. 

Western Air Express will also en- 
gage in a joint campaign with United 
Air Lines. Newspapers and outdoor 
advertising will be used in Los An- 
geles to feature the transcontinental 
facilities of the two companies. 


Wine Campaign Scheduled 


Thirty newspapers and outdoor ad- 
vertising will be used in a campaign 
for the Italian Swiss Colony, San 
Francisco, wine producer and dis- 
tributor. The campaign will be 
staged in California, Oregon, and 
Washington, and is designed to sus- 
tain demand for wine during the 


warm months. 


Joins Stewart-Jordan 


Herbert M. Morris, formerly with 
Tracy-Parry Company, Philadelphia, 
has become associated with The 
Stewart-Jordan Company, Inc., Phila- 
delphia advertising agency. 


Kills Sales Tax 


Efforts to enact a sales tax bill in 
Massachusetts were killed May 6 
when the state senate accepted an 
adverse report on the measure witb 
out debate. 


Cohen Joins Agency 


Meyer A. Cohen, formerly with 
General Outdoor Advertising Com- 
pany, has joined the Harry Feigen- 
baum Advertising Service, Phila- 
delphia, as an account executive. 
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them, how to reach these buyers effectively, economically. 
Briefly, the fundamentals that POWER has learned through 


fifty-one years of intimate service to this market. 


Shows also why and how POWER can help you cultivate this 
market profitably. 


Many manufacturers have already found this booklet of 


great help in laying out their sales plans. 


No 


Just mail the coupon. 
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Prof tame, 


obligation. 


POWER 
330 W 42nd.St. 
New York,N.Y. 


Please send me, without 
cost or obligation, one copy 
of your booklet““POWER” The 
Market, The Publication. 
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MAY MAGAZINE 
LINEAGE GAINS 
SLIGHTLY ON '34 


Chicago, May 11-—-A very small 
gain, amounting to about 1.7 per 
cent over the 1934 total, is shown in 
the record of advertising lineage of 
national magazines for May, as com- 
piled by the Advertising Record Com- 
pany. This month 84 publications 
(including six “groups’”) carried 
1,536,220 lines of advertising, a gain 
of 25,684 lines over the 1,510,536 lines 
carried in May of 1934. 

This slight gain in the total line- 
age of all publications, for which 
figures for May of both 1935 and 1934 
are available, was not evenly distrib- 
uted, larger than average gains be- 
ing recorded for publications in the 
standard, women’s groups and out- 
door divisions, while varying de- 
grees of loss were sustained by gen- 
eral, women’s and mail order maga- 
zines. 

The eight standard publications 
earried 50,666 lines in May of this 
year, and 45,171 lines last May, for 
a gain of 5,495 lines, or 12.2 per 
cent. 

In the general group of 34 pub- 
lications there was only 61 lines 
difference between the 1935 and the 
1934 totals, the figures for 1935 be- 
ing 612,633 lines, against 612,694 in 
1934. 

A loss of 24,676 lines, or about 4.3 
per cent, was registered by the 18 
women’s magazines. These papers 
earried 546,679 lines of advertising 
this year, and 571,355 lines last year. 


Women’s Groups Show Gains 


The six women’s groups, compris- 
ing about 20 publications, continued 
to lead the parade in lineage gains 
during the month, with a net gain 
of 48,453 lines, or almost 29.7 per 
cent. These papers had 213,892 lines 


of advertising this month, and 165.,- | 
439 lines last month. 
Eight outdoor papers carried 86, | 


014 lines this month for a gain of 
3,933 lines, or 4.8 per cent, over 
last year. In May, 1934, the outdoor 
lineage total was 82,081. 

A loss of 7,460 lines, or about 22.1 
per cent, was chalked up against the 
10 mail order papers measured. 
Their 1935 total was 26,336 lines, 
compared with 33,796 lines in 1934. 

The twelve weeklies and _ semi- 
monthlies measured in both years 
showed a gain of 36,865 lines in April 
of this year (the last month for 
which figures are available) com- 
pared with April of 1934. Their 
total lineage in April was 829,148, 
compared with 792,283 in April of 
last year, making their percentage 
of increase about 4.6. 

Individual figures for all of the 


publications measured follow: 
May Advertising Lineage in 
Magazines 
Standard 
1935 1934 

American Mercury ... 2,814 2,520 
Atlantic Monthly 12,052 8,124 
Currert History ..... 2,944 2,983 
Forum and Century... 7,141 5,110 
Golden Book ......... 3,398 3,193 
Harper’s Magazine ... 7,911 9,311 
Review of Reviews... 7,556 6,357 
eee rer ee 6,850 7,573 

Total Group ....... 50,666 45,171 

General 
IE ng kG caicbiacass 23,818 26,981 
American Boy ....... 12,076 10,186 
American Golfer ..... 19,592 22,747 
American Home ..... 26,622 14,996 
Arts and Decoration.. 6,916 8,400 
Asia ie mesbecee bees 3,368 3,290 
Better Homes and 

CE pag enk< cas 27,925 21,627 
Ee ee 11,981 11,801 
OR SRA 3,127 4,588 
Christian Herald ..... 7,594 9,307 
Cosmopolitan ........ 31,057 27,298 
CoOmmtry TASS 2. cescce 32,711 27,111 
NE fa: ac aw 8S 4:8 Fb 35,236 16,968 
Terre rT 79,553 84,846 
Graduate Group ...... 2,367 4,011 
House & Garden...... 34,046 46,188 
House Beautiful— 

Combined with Home 

"2 . SSS 2,955 47,196 
eee ee 18,383 16,446 
CE Bc ge ke beer eGR 4,358 5,364 
BM he hack nec ace oe 9,700 11,746 
Modern Mechanix .... 10,523 12,119 
National Geographic.. 10,199 10,451 
Nation’s Business .... 17,661 21,108 
Open Road for Boys.. 4,782 5,007 
Physical Culture . 10,276 9,977 
Popular Mechanics ... 16,660 13,349 
Popular Science 

ON PORT 14,077 14,290 
CCT ee 18,813 18,490 
| Scientific American 2,457 2,188 
BHGTIOMAN 6occcsccves 20,286 24,437 


Packages 


MESSAGES THAT ARE 
READ AT THE 
MOMENT 
OF USE 


of a product, going to 


ultimate consumers . . . make ideal 
bearers of messages not always 


Total Group 


Women’s Groups 
Fawcett Women's 
Group 


bares es 546,679 571,355 


1935 1934 
i cveehekabes 66e abe cans 28,987 
OS ERS Se A 16,498 14,566 
ME cicada eer <nd 000 11,287 10,815 
True Detective 

PEGNUEED noc essccne 3,937 1,679 
Wee BO scccsccse 21,792 33,121 

Total Group ....... 612,633 641,681 

Women’s 
IN? nv bs oad Kes 14,037 28,580 
Farmer's Wife ....... 11,686 15,984 
Good Housekeeping .. 64,339 63,315 
Harper’s Bazaar ..... 81,505 76,356 
OT | err 12,521 12,008 
Household Magazine... 14,829 15,660 
Junior League Maga- 

EE ee ee are 13,760 10,977 
Ladies’ Home Journal. 51,493 53,433 
errr eye rr 50,223 50,970 
pS 3,827 5,107 
Parents’ Magazine..... 18,184 18,427 
ES vekecs cans 11.981 16,609 
Pictorial Review ..... 19,764 17,105 
SE cv ctes ese cma 6,861 11,784 
BEUe BHOOe a. cisacess 21,534 23,033 
Oe ee es 95,428 94,342 
Woman's Home Com- 

i oa reid i wh de 47,418 50,9438 
Woman's World ..... 7,289 6,722 


Hollywood Magazine 13,213 9,308 

Screen Book ....... 13,118 10,020 

*Radioland ......... 10,944 eee 

Screen Play Maga- 

EE tae Bing hae « 13,214 10,656 

True Confessions... 11,276 9,266 
Macfadden Women's 

Group 

True Romances .... 12,838 8,046 

Movie Mirror ...... 15,201 49,381 

Love & Romance 

(Dream World) .. 12,659 8,463 

Radio Mirror ...... 11,838 43,715 

True Experiences .. 12,683 78,247 
Modern Magazines 

Modern Screen ..... 15,979 15,986 

Modern Romances .. 15,768 14,579 

Radio Stars ........ 15,072 8,653 
Motion Picture Unit.. 10,342 14,623 
Screenland Unit 

Screenland ......... 11,511 10,406 

Silver Screen ...... 11,036 10,264 
‘Tower Magazines.... 18,144 13,826 

Total Group .......224,836 165,439 

Outdoor 
Field and Stream..... 18,988 17,541 
Fur-Fish-Game....... 6,805 6,210 
Hunter-Trader- 

NN 5. 5 5.0-4.6.9.5:9-8:0.4 6,654 5,628 
Hunting and Fishing. 9,884 9,546 
National Sportsman .. 13,698 11,497 
oo ree eee 5,644 8,969 
Outeoor Life ........; 13,792 12,190 
Bports Aheié ......65 10,549 10,500 

TOC) CEIOUD 265 6s 86,014 82,081 

Mail Order 
0, : i ae 4,639 5,101 
Gentlewoman ........ 2,565 3,403 
Good Stories ......... 3,349 3,460 
Heme Citele ......2.% 1,669 3,567 
Home Friend ........ 2,112 2,190 
Illustrated Mechanics. 1,622 2,277 
A ae rere 1,132 1,042 
Mother’s—Flome Life. 1,912 3,091 
J, | | ere 391 8,564 
BOVSTOIER 6. séisccesvns 945 1,101 

Total Group ....<6. 26,356 33,796 


1April figures. 
“No back year figures. 


1935 on 680-line page. 


April Advertising Lineage in 


Magazines 
Weeklies and *Semi- 
Monthlies 

American Weekly .... 91,020 67,928 
Business Week . 27,862 24,331 
SIREN I gw ba oi80b.% vib 96,037 89,340 
fo |, ar ee 12,592 12,794 
SEAR ee ee 25,437 21,908 
Ss ae ee 25,856 26,126 
Literary Digest ...... 31,932 31,242 
tNews-Week ........ 13,781 a ale 
Mew YOrRer ......... 104,563 118,306 
Saturday Evening 

PE cc eeree VAs e's 6 bu 189,156 181,937 
I = k'a eiav¥s-6 5) Se acehal 119,579 121,730 
*Town & Country..... 49,007 49,43 
+United States News... 56,107 47,207 

Total Group .......« 842,929 792,283 


*+Figures supplied by publisher. 


“1934 figures based on 429-line page, 


appropriate elsewhere . . . facts 
ye uses .. . materials . . . man- 
ufacture . . . other products. 


There's a special technique in 
form... copy slant. . . color treat- 
ment .. . production . . . peculiar 
to package inserts. 

"US" understands that tech- 
nique ...and can apply it for 
your benefit. 


JU P/O NOLO f 


L278 


We Fic UNITED STATES PRINTIN 
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CINCINNATI 


: NEW YORK CHICAGO 
i 320 Beech St. 


52-V E. 19th St. 205-V W. Wacker Drive 


BALTIMORE 
420 Cross St. 


Farr, Fitch Advanced 
By Pro-Phy-Lac-Tic 

Roger Farr has been made mer- 
chandise manager and Victor W. 
Fitch, sales manager in charge of 
the toilet brush division of the Pro- 
Phy-Lac-Tic Brush Company, Flor- 
ence, Mass., which announced plans 
this week for a more intensive mer- 
chandising and sales campaign this 
year, consistent with unprecedented 
sales increases. 

Mr. Farr was in charge of the 
New York branch for the past three 
years, handling sales and merchan- 
dising in the New York metropolitan 
area and the Atlantic seaboard. 


To Advertise Castles 


Churchill-Hall, Inc., New York, has 
been named advertising agency for 
the White Castle System of Eating 
Houses Corporation, Columbus, O., 
operating 125 “hamburger castles” 


in 16 cities of 11 states. 


McGIVENA WARNS 
OF DANGERS IN 
RESEARCH PATH 


White Sulphur Springs, W. Va., 
May 8.—Taking upon himself the job 
of debunking research, Leo E. Me- 
tyivena, promotion manager of the 
New York Daily News, yesterday en- 
tertained the Association of National 
Advertisers with pointed comments 
upon misdirected surveys. 

The speaker exposed numerous 
“studies” of markets, buying habits, 
ind purchasing power, foisted upon 
the advertiser as “authoritative.” 

There is no ABC to certify good 
research, nor any CPA to validate a 
research job, Mr. McGivena pointed 
out. If the new A. N. A. research 
foundation educates its own mem- 
bership to some appreciation of good 
research and bad, and establishes a 
technique to “make research skilled 
and scientific instead of an amateur 
pastime, it will be doing a priceless 
service to all American business,” 
Mr. McGivena declared. 

About 40 years ago, business men 
developed a passion for facts, the 
speaker said. With the growth of 
advertising, the need for informa- 
tion became more imperative, and 
“research grew to the proportion of 
a national pastime.” 


Early Research Faulty 


Much research in its early stages 
was actually dishonest. Mr. Mce- 
Givena told how “one young man 
brightened the heart of a milk can- 


ner” by conducting series of con- 
sumers’ preference tests for the 
product among women’s clubs. The 


milks to be tested were poured into 
ten similar glass pitchers labeled 
from 1 to ten. The clubwomen 
tasted, and in test after test, this 
canner’s milk was consistently pre- 
ferred by 70 per cent of the women. 
The tester had put his own brand 
in seven of the ten pitchers. 

Today, Mr. McGivena said, char- 
latanry and deception have pretty 
much disappeared from ihe research 
picture, but carelessness, ignorance 
and self-confidence still remain in 
many instances as obstacles. 

To the “green field” of research, 
“come ingenues from the universi- 
ties, academicians bearing scholastic 
gifts to vulgar business—and often 
they get away with murder,” he ob- 
served. Research has also attracted 
trom the universities and clinics “the 
practitioners in psychology, fresh 
from delving into the libido and sub- 
marining the unconscious—to con- 
tribute their involved inexperience 
to the simpler problems of advertis- 
ing.” 

Mr. McGivena declared that he did 
not mean to disparage the psycholog- 
ist, but added that “psychology in its 
present state is as far removed from 
an exact science as advertising, and 
that is damn far removed!” 


Some of the Difficulties 


Vanity is one factor in the con- 
sumer audience which makes good 
research difficult, the speaker said. 
In answering questions on reading 
habits, for instance, people don’t 
want to appear dumb, stupid, or be- 
low standard. 

The respectability factor also is 
important. Most Americans hate to 
be thought cheap, and will rarely ad- 
mit buying the cheapest brands, Mr. 
McGivena said. 

Dealer surveys, too, have their pit- 
falls, he revealed. Investigation to 
determine the sales leaders among 
five-cent cigars barely mentioned the 
obvious leader—because the price of 
that brand had recently been raised, 
and the dealers were considerably an- 
noyed about it. 

“Remember,” Mr. McGivena con- 
cluded, ‘“‘that the cost of bad research 
is not the mere research cost, but the 
expensive waste and fallacious plans, 
the misdirected sales effort and cock- 
eyed advertising, the manufacturing 
plans built on phoney sales quotas, 
the capital expended upon non-ex- 
istent markets—all engendered by 
bad research.” 


N.E.A. Observes 


50th Birthday 
At New Orleans 


New Orleans, La., May 10.—Pub- 
lishers of weekly and daily news- 
papers from all parts of the United 
States gathered here this week to 
celebrate the 
golden jubilee of 
the founding of 
the National Edi- 
torial Associa- 
tion. 

Robert BH. 
Pritchard, Wes- 
ton, W.Va., Demo- 
crat, was elected 
president of the 
association. Clay- 
ton T. Rand, Gulf- 
port, Miss., Guide, 
was chosen vice- 
president, and W. 
W. Loomis, La Grange, IIl., Citizen, 
was elected treasurer. 

Resolutions were adopted propos- 
ing continuance of the N. E. A. as 
the administrative agent of the 
Graphic Arts Code for the non-metro- 
politan press, demanding immediate 
action for collection of delinquent 
1934 code assessments, and insisting 
that the code be simplified to make 
it more equitable and workable. 

These resolutions were related to 
another resolution adopted at the 
jubilee convention, stating that “un- 
less these policies are effectuated 
and accepted that the non-metropoli- 
tan printing establishments be elim- 
inated from the provisions of any 
code.” 

The convention also approved a 
resolution providing for the appoint- 
ment of a special labor committee 
to act as an advisory group on mat- 
ters pertaining to employer-employe 
relationships. 


R. H. Pritchard 


Winners Announced 


Following the business meeting, 
the publishers journeyed to Gulfport, 
Miss., Baton Rouge, and then to the 
Evangeline country for a _ post-con- 
vention tour arranged by Louisiana 
publishers and business men. 

The Winona, Minn., Republican 
Herald was announced as the win- 
ner of the general excellence contest 
for dailies over 3,500 circulation, in 
the 1935 N. E. A. National Newspa- 
per Contests. In the group of less 
than 3,500 circulation, the South- 
bridge, Mass., Evening News took 
first place. 

In the weekly field, the Spencer, 
Ia., News-Herald won first place in 
the general excellence contest for 
weeklies over 1,000 circulation, while 
the Heron Lake, Minn., News, re- 
ceived first place in the group un- 
der 1,000 circulation. 


Demko to Bundscho 


John M. Demko, for the past three 
years with The Cramer-Krasselt 
Company, Milwaukee, and previously 
with Mitchell-Faust Advertising Comn- 
pany, Chicago, for six years, has 
joined the sales and service depart- 
ment of J. M. Bundscho, Ince., Chi- 
cago, advertising typographer. 


No Other Individual Mar- 
ket Is Now as Large and as 
Active for Makers of 
Trucks, Trailers and Allied 
Automotive Products. 

The WAREHOUSING, MOTOR 
FREIGHT and TRANSFER field is 
operating at close to 1929 levels be- 
cause of increased commodity 


prices. Truck fleets now average 
15.4 units per fleet. 


This live and active market can be 
blanketed thru the only publication 
in the industry. 


DISTRIBUTION & WAREHOUSING 


249 West 39th St. 
New York, N. Y. 
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I am glad to send you the enclosed dollar for a 
year’s subscription for your new yy a ay Inbus- 
qvria Marketinc. I will keep a file of the new pa- 
per, ine exed for ready reference. My best wishes 

the new venture. I am quite anxious to see 
oat it looks like! 
warp L. EvaNnsEn, 


Ep 
Marketing Research, New York. 


I want to tell you what a pleasant surprise it was 
to learn of INpusTRIAL MarketiInc. The simple name 
you have selected seems to cover the subject and I 
am sure that starting with the June issue you will 
give industrial marketing once again the attention 
it deserves. My charter subscription carries with it 
most sincere wishes for success. 

Stuart G. PHILutrs, 
Advertising Manager, 
The Dole Valve Company, Chicago, 


Congratulations on resuming—if I may put it that 
way—the publication of INDUSTRIAL ARKETING! 
There's oreo a wealth of material available for 
dissemination rough such a publication as you 
propose to issue. 

Lee E. DonNELLEY, 
President, The Lee E. Donnelley Company, 
Advertising Management, Cleveland, 0. 


At a meeting last night of the Cincinnati Associa- 
tion of Industrial Marketers, the secretary was in- 
structed to send you best wishes of the association 
for INpusTRiAL MARKETING, and to assure you that you 
have our full support in your endeavor to give the 
industrial field a wee publication, and further to 
congratulate you upon the choice of a name. 

Avian E. Beacu, 
Secretary-Treasurer, Cincinnati Association 
of Industrial Marketers, Cincinnati, O. 


If your new INnpustriaAL MARKETING does no more 
than equal the old Crass & INDUSTRIAL MARKETING, 
it is at the top of my “must” list. Make sure that 
I receive the first issue and each issue thereafer. 
You have my best wishes for success in the new old 
venture. 

Don ALLSHOUSE, 
Advertising Manager, Northern 
Equipment Company, Erie, Pa. 


+ 3 


Your announcement that INpusTRIAL MARKETING 
will appear as a separate publication is certainly 
‘ood news. The name is apt. My subscription card 
s attached. 

If the new publication approaches the excellence 
of the former Crass & INDUSTRIAL MARKETING, you 
can be certain of having an outstanding publica- 
tion that will receive the whole-hearted support of 
industrial marketers. 

Frep G. BERLING, 
Advertising ee 
The Lunkenheimer Company, Cincinnati, O. 


I have your letter regarding the new magazine, 
InpustriaAL Marketinc. I think this 4 a very good 
move and I hope to receive it regularly. 

Roy D. Batpwin, 
Advertising Manager, 
Simonds Saw and Steel Company, Fitchburg, Mass. 


I am enclosing a card filled out for a subscription 
for three years to INpusTRIAL MARKETING. I am very 
ne to see that you are going to put the old Crass 

INpustRIAL MarKETING back on an independent 
basis. As an independent paper in a monthly maga- 
zine style, and with an aggressive advertising and 
sales policy, I am sure the new INpusTRIAL MARKET- 
ING can stage a comeback. 

James T,. CHrrurc, 
President, 
James Thomas Chirurg Company, Boston, Mass. 


I am delighted to receive the announcement of 
INDUSTRIAL MaRKETING and am enclosing my charter 
subscription enrollment. My _ heartiest congratula- 
tions on the establishment of this new_paper. 

Joun H. FREDERICK, 
Asst. Professor & Marketing, 

Wharton School of Finance and Commerce. ni- 

versity of Pennsylvania, Philadelphia, Pa. 


Very glad it has been decided to make INpusTRIAL 
MARKETING an hat will monthly again and we 
sincerely hope that it will get the whole-hearted sup- 
port of the readers in its fleld. A. 


Advortihing "i Manager, 
C. J. Tagliabue Mfg. Company, Brooklyn, 
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Your announcement regarding INpustRIAL MaRKET- 
1nG feels like getting a visit from mother after sev- 
eral years of absence. 

N H. LAN KE, 
Technical eiitor. RR ig Ill. 


A 


I enclose card for subscription to INpustRiaL Mar- 
KETING and am looking forward to the first issue in 


June. 
ERICK W. LaCro 
Technical Advertising Some Milwaukee, Wis. 


, Fy FT 


I am very glad to hear of INpUSTRIAL MARKETING. 
Its predecessor was first on the list magazines 
looked forward to each month by me and gave me 
a host of fine ideas. 

H. Braps a. 
Advertising Man: 
H. Kohnstamm & Co., page. 


MOUS TRIAL 


MARHETNG 


Receives 


Royal Welcome 


OLLOWING announcement to former readers of Crass & 
InpustRIAL MarkKeEtING that effective in June the magazine 
will again appear as an independent monthly publication to be 
known as InpusTRIAL Marketing, a flood of letters, accompanying 
subscription orders and advertising space reservations, poured in 
congratulating the publisher on the move and welcoming the publi- 
cation, which for nearly 20 years has rendered an exclusive service to 
those engaged in marketing industrial equipment, supplies and 


materials. 


The magazine will be well printed, in 9x12-inch page size, with 
plenty of color and illustrations. It will be a credit to the industrial 


advertising and marketing field. 


It will provide an editorial and information service for all en- 
gaged in industrial merchandising activities—sales and general mar- 
keting executives, advertising managers, advertising agencies han- 


dling industrial accounts, etc. 


It will contain many brand-new features—including studies of 
successful industrial distribution, field surveys to locate products and 
companies making the most rapid progress, industrial marketing 
clinics in the leading centers, industrial copy testing plans, complete 
reports of all available industrial market research jobs, ete. 


Charter subscription enrollments are being accepted at $1.00 


per year, or three years for $2.00. 


Advertising forms for the first issue close May 27. For adver- 
tising rates and circulation information address 


INDUSTRIAL MARKETING 


Chicago: 537 S. Dearborn Street. 
New York: 330 W. 42nd Street. 


Phone: HARrison 7504. 
Phone: BR. 9-6432. 


I was delighted to hear that you are going to put 
Crass & INpusTRIAL MaRKETING between covers again, 
under the name of INpusTRIAL MARKETING. I am en- 
closing two subscriptions. 

WALTHER BUCHEN, 
President, 
The Buchen Company, Advertising, Chicago. 


vvy 
I am very proud to become a charter reader of 
INpusTRIAL MarKETING. One thing that I continue to 


like about you is that something new is always being 
started, and you are very oy keeping out 
of the rut and changing with the t 


J. ms Horxms, 
Advertising Manager, 
Chicago Belting Company, Chicago. 


,¥ ¥ F 


I am delighted to learn that you are going to pub- 
lish as an independent monthly INpustTRIAL MaRKEt- 
inc. I wish you every success in your new under- 
taking. Enter my subscription for three years. 


be S. Hott, 
Advertising eo 
Link-Belt ‘Saees, C 


I am gladdened with your announcement on the 


venteal of INpusTRIAL MARKETING. 
subscription and wish you complete success on 


job. 
H J. Evans, 


I am sending my 
the 


adeatans Manager, 
Joseph T. Ryerson & Sons, Inc., Chicago. 
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Rather than fill out the card for a 


charter sub- 


scription enrollment I am taking this opportunity 
of writing, and in a small wa: vy personally submit my 


application for a three years 
TRIAL MarKETING. If the new set-up is as al 


subscription to INpus- 


clusive and interesting as the old Crass & INDUSTRIAL 
MaRKETING, the subscription price will be returned 


manyfold. 
" RiEH 


Manager, Riehle Testing Mac Machine Division, 
American Machine & Metals, Inc., New York. 


> + 


The plans for INpusTRIaL MarKETING outlined 
ay dl letter sound interesting, and we should like 
counted in on your eucaye rolls. 
wishes for success. 


Advertising Beis 
Eastman Kodak Company, Rochester, N. 


in 
to 


¥ 


I am Getighted te to learn that Crass & InpusTRIaAL 
MARKETING 
mG. I wish you z= the renewed p 
cess in the world and if, in my small way, 
of any assistance please let me know. 
Grorce H. Corey, 
Advertising Manager, 
The Cleveland Twist Drill Company, Cleveland, 0. 


I can be 


7. Fy 


I was certainly glad to learn of InpustaiaL Mar- 
KETING. I cannot help but think that this is a splen- 
did means of getting important information of this 
nature to us and I thin ou should be congratu- 
lated on the move. I wish InpusTRIAL MARKETING 
every success and a continued followi ng. 

WiLtiaM __ ae. 
Vice-President, The Jay H. Maish Company, 
Advertising, Marion, 0. 
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We are sending herewith our gubseriptien enroll- 
ment for the new INpusTRIAL aay tg 


Daem, 
Manager, Publicity’ } hd 
Allis-Chalmers Mfg. Company, Milwaukee, Wis. 
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We want to congratulate you on this forward step 
and we shall | forward to seeing the new In- 
DUSTRIAL MarKeETING. Enter our subscription for 
three years. 

EoRGE I. FiscHer, 
Advertising Maneevr, 
Haskelite Mfg. Company, Chicago. 


> > 


I should like to be among the first of many to 
congratulate you on the revival of INpusTRIAL - 
KETING and to become a charter Cg Your 
outline of the program will, I know, be greatly ex- 
ceeded in performance. With every g wish for 
suecess that will surely be yours. 


Sales Counsel, New York. 
a ae 


Glad to hear of INpusTRIAL MARKETING. 
me 


Count 


De Youns, 
Advi x Y.. Manager, 
Whiting Corporation, Harvey, IIl. 
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You're right, we will go along with , you and are 
enclosing our order for a three years’ subscription 
to INpusTRIAL MaRKETING. 


Joun C. Reick, 
N. W. Ayer & Son, Inc., Philadelphia, Pa. 
vvy 


I am very glad indeed to get aboard with a sub 
scription to INpusTRIAL MarRKETING. We around here 
are quite unanimous in our belief that there is a 
need for a paper such as this new publication is to 
be and I want to take this ouaeen to express my 
wish that the new venture will be a huge success. 

H. Lovexrn, 
Vice-President, R. E. Lovekin Corporation. 
Industrial and Technical Advertising, Philadelphia, Pa. 
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I am sure that the separate monthly INpusTRiaL 
MarRKETING will work out fine. Enter my subscrip- 
tion for three years. 

Howarp F, Barrows, 

Advertising mn The Austin-Western Road 

chinery Company, Aurora, III. 


I certainly want to subscribe to your new INpbus- 
TRIAL MARKETING and a. herewith, 


Am very glad to know that you are cotablishing 
InNpUSTRIAL MARKETING as & oe Ee — 
am sure it will have a more 
Ww. S. ‘Sa. 
Vice-President, W. R. C. Smith 
Publishing Company, Cleveland, O. 


Congratulations! I think ee movement is well 
advised. Here’s my subscription. 
5. wy -¥ 


President, McLain Organ 
Advertising, Pilih i Pa. 


ee a 


I think you are to be congratulated for bringing 
out INpustRIAL MarKeEtING, for such a publication as 
Crass & INpustTRIAL MaRKETING rendered a valuable 
Good luck! 

Ad ER... M 
ve ng Manager, 
The Master Builders Company, Cleveland, O. 


service to industrial advertisers. 


— Clip and Mail Today--—-- 


INDUSTRIAL MAREE. 
587 S. Dearborn , Chicago. 


Please enter my paar for INpustRiAL MaRKeEt- 
ING as follows: 


4 hee tad “aA “oO ‘send invoice. 
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MERRY FOURSOME IS CAUGHT UNAWARES 


SELF-REGULATION | 
FEATURED TOPIC. 
AT ALN.A. MEET 


(Continued from Page 1, Col. 5) 
closed group meetings held Monday 
afternoon and evening: 

Department store merchandising: 
A. O. Buckingham; distilled prod- 
ucts: Carleton Healy, Hiram Walker 
& Sons, Inc.; drug and toilet arti- 
cles: H. W. Roden, Johnson & John- 
son; grocery products: W. W. Wach- 
tel, Loose-Wiles Biscuit Company; 
industrial advertising: Ralph Leaven- 
worth, Westinghouse Electric & Mfg. 
Company; steel group: G. C. Condon, 
Jones & Laughlin Steel Corporation. 

Among the group topics of general 
interest was the discussion of en- 
semble selling by the foods group 
and the declaration of these men to 
cooperate most closely with the com- 
plete food stores, for which con- 
sumers have indicated their prefer- 
ence. 

Mr. Wachtel pointed to Armour & 
Co.’s meal-of-the-month copy as a 
splendid example of an approaching 
trend which will improve food mer- 
chandising. Ensemble selling, he 
said, is the shortest way out of the 
mire of price selling which most food 
manufacturers are now traversing. 


Four of a large dinner party at the Greenbrier this week are pictured 
here. Arthur E. Tatham, Bauer & Black division of the Kendall Com- 
pany, Chicago, is seen in the left foreground and to his left are 
W. A. Hart, E. |. Du Pont de Nemours & Co., Wilmington; Mrs. R. A. 
e, Needham, Louis & Brorby, Chicago. 


retailers are also required to pro- 
mote these associated food items just 
as they do their own line. 

The Tuesday morning session, de- 
voted entirely to radio, incidentally 
furnished a continuation of the de- 
bate between the school of thought 
that star programs were most effec- 
tive from the merchandising stand- 
point and those who contend that 


his opinion, he mentioned the exces- 
sive cost of star programs and the 
fact that, while they might deliver 
a huge, ready-made audience, there 
Was not always the assurance that 
this audience represented a market 
for the product. He described sev- 
eral programs demonstrating the ex- 
cellent results obtained by slowly 
building a smaller audience definitely 


1, h star offerings are generally least pro-|typifying the consumer for the 
Lg tie y bathed rod ductive of sales results per dollar | product. 

f r 

. expended. 7 ; rar ; 
sults from his company’s advertising » While egg Bsc = —e 
the past year, putting just as much Opposes Star Programs course, - & SRR, Sens 


Bowles, Inc., New York, also seemed 
to minimize the importance of big 
names in radio offerings. Likewise, 
he emphasized the importance of 
building a program which would at- 
tract the consumer and provide an 


emphasis on milk, soup and other 
foods with which crackers are used | Hummert, Inc., New York, was the 
as on his company’s crackers. The | most outspoken against the star pro- 
company’s 1,800 salesmen contacting | gram. In his analysis of reasons for 


Duane D. Jones, Blackett-Sample- 


psychology. 
To illustrate the drawing power of 
atmosphere, Mr. Benton said that, 


in merchandising the program, it has 
been possible to change the female 
singing lead seven times without 
there being any indication of loss 
of following. 

Chester J. La Roche, Young & 
Rubicam, Inc., New York, discussed 
the writing of radio commercials, re- 
lating his experiences to indicate 
that it is generally unsatisfactory to 
employ anyone but a specialist for 
this work. In his own organization, 
all commercials are written by men 
who write radio copy only and who 
are sufficiently versed in production 
and showmanship to participate in 
the planning of the complete pro- 
gram. 


Illustrates Effective Tie-Ups 


Sg er & aye Ce 


n! ees oe The address of George Bijur, Co- 
; = ~ lumbia Broadcasting System, New 
R TH | NGS : i York, pointed to the moral of using 
4 every logical medium and means in 
; 9 the merchandising of radio pro- 
grams. He called attention to the 
following recent successful examples 
of the application of this policy: 
The Maxwell House publication ad- 
vertising featuring Show Boat char- 
acters, which remind the reader of 
the warm friendliness of the pro- 
gram, recall his enjoyment of the 
last broadcast and whet his anticipa- 
tion of the next. 


Pg Tey aR 
waite Noma te ae cra 
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atmosphere stimulating the wares | 


while Show Boat stars are featured | 


The use of space on dining car 
menus to call attention to the broad- 
east of a razor-blade manufacturer 
from a moving train. 

The tour made by Fred Waring’s 
orchestra, sponsored by Ford, fea- 
tured by a parade in each city with 
the bandsmen in uniform riding in 
new Fords. 

The making of arrangements for 
personal appearances of Bobby Ben- 
son, Jack Benny and Guy Lombardo 
with theatrical attractions, rodeos 
and circuses about the country. 


Urges Copy Regulation 


Local theater sponsorship of pre- 
liminary contests in connection with 
Feen-a-Mint’s amateur night program, 
in which the theaters advertise the 
program on movie trailers and the 
advertiser mentions theater chains 
in turn over the air. 

The address of Dr. D. P. Smelser, 
Procter & Gamble Company, Cincin- 
nati, concluding speaker of the radio 
session, covered recent developments 
in the field of checking the size of 
radio audiences and is reported else- 
where in this issue. 

Raymond Rubicam, Young & Rubi- 
cam, Inc., New York, chairman of 
the board of the American Associa- 
tion of Advertising Agencies, who 
spoke at the first open session Tues- 
day afternoon, sought to impress his 
audience with the necessity for com- 
batting anti-advertising propaganda 
at once. 


— 


president of the Newspaper Repre- 
| sentatives Association of New York, 
| spoke on the subject of national and 
local rates at the concluding session 
| Wednesday, proposing that repre- 
| sentatives of publishers, advertisers, 
agencies and newspaper representa- 
tives get together on an _ equita- 
ble adjustment of this controversy 
and stating he was convinced that 
the majority of publishers enforcing 
a wide differential now feel the situa- 
tion must be remedied. 

Some facts that this group must 
consider, Mr. Prudden said, are that 
the blame for the differential is 
partly the national advertiser’s who 
has not followed the lead of the local 
advertiser in resisting rate increases, 
with the result that in some in- 
stances local rates are below cost 
and must be raised before the na- 
tional rate can be lowered; 

That publishers are exercising 
gross discrimination in permitting 
some national advertisers to route 
their copy through their own retail 
outlets, or independent distributors, 
while others are compelled by cir- 
cumstances to pay the national rate, 
and that, for this reason, there can 
be no permanent solution which does 
not bring the two rates closer to- 
gether; 

That the publisher errs in assum- 
ing that all national products have 
distribution throughout the news- 
paper trading area and also in ac- 
knowledging that he is charging the 
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These three speakers were heard 
the A. N. A., devoted exclusively to radio. They are C. J. La Roche, 
Young & Rubicam, Inc., New York; George Bijur, Columbia Broad- 
casting System, New York; and Dr. D. P. Smelser, Procter & Gamble 


Company, 


The first and most important step, 
he said, should be to set up a system 
of self-regulation to eliminate the 
objectionable features of modern ad- 


vertising to which consumers are 
justly taking exception. The _ re- 
sponsibility for initiating this, he 


asserted, rests with mediums, though 


jhe pledged the aid and fullest co- 


operation of represeutative agencies 
once the first step is taken. 

Mr. Rubicam’s suggestions as to 
the secondary steps indicated that 
organized advertising might do well 
in adopting the educational methods 
public utilities have used. 

Reports on the addresses of L. E. 
McGivena, New York Daily News, 
who discussed common errors in the 
direction of research, and Lee H. 
Bristol, Bristol-Myers Company, New 
York, who outlined the program of 
the Advertising Research Founda- 
tion, appear elsewhere in this issue. 

Harry J. Prudden, of Prudden, 


King & Prudden, 


New York, and 


NGRAV 


GO..WAB. 


r 


$T..CHICA 


Jil FEDER 


Kenneth Carpenter, Don Shaw, Roy Witmer and R. C. Patterson 
were among those who represented the National Broadcasting Com- 
pany at the Greenbrier meeting of the A. N. A. 


at the Tuesday morning session of 


Cincinnati. 


national advertisers for fringe cir- 
culation that his local advertisers 
will not pay for because it is value- 
less to them. 


Housing Drive Helps 


In presenting many reasons why 
the manufacturer should cooperate 
more closely with the independent 
retailer, J. P. Seiberling, Seiberling 
Rubber Company, Akron, put em- 
phasis on the fact that, if manufac- 
turers permit large retailing organ- 
izations to extend their control over 
distribution, the manufacturers stand 
to lose their profit from selling, 
which is usually the profit from 
manufacturing, as well. 

John H. Fahey, chairman, Federal 
Home Loan Bank Board and the 
Home Owners’ Loan Corporation, 
Washington, D. C., told the adver- 
tisers the government deserved their 
support for its housing program, be- 
cause the effect will be to make the 
masses want better homes, which 
will lead to large scale production, 
reducing the cost of shelter and re- 
leasing a part of the family dollar 
for other purchases. Continuing the 
circle, the increased demand for new 


(Continued on Page 30, Col. 1) 
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We hate to keep talking in the Tin Pan 
Alley vernacular, but the music boys 
seem to express our feeling in their odd 
way. After all, isn’t this headline pretty 
much in line with what you think 
about when you pick an engraver? 
Now that we've asked the question 
we'll answer it. | 

For instance, a newspaper halftone sim- 
ply must be 7/1000 of an inch in the 
highlights, 5/1000 in the middletones, 


AW stb ae, teats 


PHOTO E 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


GRAVERS 


HOW DEEP IS THE HALFTONE. | 
_.. HOW HIGH IS THE PRICE J 


and 3/1000 in the shadows to get any 
kind of a break in the 5-Star Final. We 
suggest that you purchase such mer- 
chandise from an engraver who prom- 
ises to deliver said requirements 

We not only guarantee that our plates 
measure 7—5—3 but we put it in writ- 
ing. “If you are dissatisfied with the 
printing results from any newspaper 
halftone we manufacture, we will refund 
the purchase price.” Fair, isn’t it? 


CHICAGO, ILLINOTIS 
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SELF-REGULATION 
FEATURED TOPIC 
AT ALN.A. MEET 


(Continued from Page 28, Col. 5) 
homes which he urged advertisers in 
all fields to stimulate, will add more 
wage earners to existing markets. 

The address of J. P. Cunningham, 
Newell-Emmett Company, Inc., New 
York, defining and illustrating cur- 
rent examples of bad taste in adver- 
tising, is carried elsewhere in this 
issue. His remarks received an en- 
thusiastic reception and W. B. Geis- 
singer, California Fruit Growers Ex- 
change, who presided at this session, 
improved the opportunity to urge 
better self-control and prompt action 
on cooperative regulation by adver- 
tising interests. 


The subject matter of the last | 
speaker, Professor Walter B. Pitkin, | 


Columbia University, New York, was 
taken from his new book, “Let’s Get 
What We Want,” which will be de- 
scribed in an early issue. 


Williams Talks at Banquet 


The banquet was one of the most 
largely attended in the recent his- 
tory of the association. Allyn Mc- 
Intire was toastmaster. S. Clay Wil- 
liams, of the R. J. Reynolds Tobacco 
Company, was the principal speaker. 

Mr. Williams defended the NRA, 
the AAA and other governmental 
programs, but defined the New Deal 
as different from the “New Deal 
plus” which some of the members of 
the administration would make it. 
He urged business men to make this 
distinction in considering the Roose- 
velt administration. 

The entertainment was provided 
by the NBC. Joe Cook was the head- 
liner, and gave a burlesque of adver- 
tising which was built around the 
vicissitudes of the National Handle- 
bar Corporation, whose objective was 
to put a handlebar on every bicycle. 
Jessica Dragonette, the French Gren- 
adiers and others were on the pro- 
gram. 

The golf tournament Wednesday 
afternoon was a kickers’ handicap, 
and the prize-winners were as fol- 
lows: advertisers, M. H. Leister, Sun 
Oil Company, and Robt. L. Lloyd, 
International Nickel Company; agen- 
cies, T. H. Anderson, Jr., Anderson, 
Davis & Platte; R. P. Clayberger, 
Calkins & Holden; publishers, John 
Peterson, Scripps-Howard Newspa- 
pers, and Charley Groome, Editor € 
Publisher. 


Select Hazard 


Johaneson, Wales & Sparre, Inc., 
New York, wood pulps, has appointed 
Hazard Advertising Corporation, New 
York, to handle its advertising. 


Plan Boston Party 


The 30th anniversary of its found- 
ing will be celebrated by the Adver- 
tising Club of Boston with the hold- 
ing of its annual party on May 27. 


INTERESTING FACTS 
ABOUT THE C. C. C. 


The 350,000 men enrolled in the 
Civilian Conservation Corps 
spend an average of one dollar 
per month each for candy and 
chewing gum. 


They spend an average of an- 
other dollar per month each for 
cigarettes and tobacco. Another 
three dollars per month each 
for other items sold in the com- 
pany canteens. 


The C. C. C. is now being ex- 
panded to a total of 600,000 
enrolled men. The C. C. C. 
market for a wide variety of 
goods and services is growing 
larger every day. 

Would you like to know more about this 
market? Write for sample copies of 


Happy Days—authorized weekly news- 
paper of the Civilian Conservation Corps. 


HAPPY DAYS 


Authorized weekly newspaper of the Civilian 
Conservation Corps 


Daily News Bldg., Washington, D. C. 


HOW THEY LOOKED AT WHITE SULPHUR 


Ralph Leavenworth, Westinghouse Electric & Mfg. Company, Pittsburgh; Allan 

Brown, Bakelite Corporation, New York; John H. Fahey, Home Owners’ Loan 

Corporation, Washington; Phil Thomson, Western Electric Company, New York; 
Joe Kraus, A. Stein & Co., Chicago. 


John H. Platt, Kraft-Phenix Cheese Corporation, Chicago, with Mrs. Platt; Marvin 
Harms, Premier-Pabst Sales Company, Chicago, with Mrs. Harms; Harold Hall, 
Bauer & Black division of the Kendall Company, Toronto. 


W. B. Benton, Benton & Bowles, Inc., New York; Allan Brown; R. C. Patterson, 

National Broadcasting Company, New York; W. B. Geissinger, California Fruit 

Growers Exchange, Los Angeles; and John Benson, American Association of 
Advertising Agencies, New York. 


Stuart Peabody, The Borden Company, New York; S. Clay Williams, R. J. Rey- 

nolds Tobacco Company, Winston-Salem, N. C.; Allyn B. Mclintire, Pepperell 

Mfg. Company, Boston; John H. Fahey; Lee H. Bristol, Bristol-Myers Company, 
New York. 


Joe Cook; Frank Braucher, Crowell Publishing Company, New York; H. K. Boice, 
Columbia Broadcasting System, New York; Leo McGivena, “Daily News," 
New York. 


Dr. D. P. Smelser, Procter & Gamble Company, Cincinnati; Edgar Kobak, National 

Broadcasting Company, New York; Phil Thomson; E. T. Howson, Simmons-Boardman 

Publishing Company, Chicago; Louis E. Kirstein, Wm. Filene Sons, Boston; 
A. O. Buckingham, Cluett, Peabody & Co., Inc., New York. 


Dated Coffee 
Discards Tin 
For Paper Bag 


(Continued from Page 1, Col. 4) 
stores where it is ground to suit the 
users’ tastes and kitchen facilities. 

In introducing the bagged coffee, 
Standard Brands raised a pointed 
question about coffee packaging, 
moot subject for the past decade or 
so. In so doing, it added another 
score to its “dated coffee” tally. 

“Why was coffee ever packaged in 
the first place?” the firm asked read- 
ers. “In an effort to preserve its 
freshness during the long time that 
usually occurred between roasting 
and its arrival in your hands. But 
no method of packaging can insure 
coffee freshness.” 

The delivery system adopted for 
Fleischmann’s yeast and Chase & 
Sanborn’s coffee enters the discus- 
sion at this point. In 1929, it is re- 
called, this system enabled introduc- 
tion of Chase & Sanborn’s dated 
coffee. 

The bag-packed coffee is identical 
with that formerly offered, while the 
bag costs less, the saving being 
passed on, it is announced, to the 
consumer. Adoption of the new 
package follows tests made some 
time ago in various markets, espe- 
cially in the Southwest. 


Plan Concerted 
Advertising of 
Electric Range 


Chicago, May 10.—Taking advan- 
tage of trends in the electrical indus- 
try that point to a popular accept- 
ance of electric cookery, electric 
range manufacturers have scheduled 
a concerted consumer advertising 
campaign. 

The campaign will include indi- 
vidual advertising on electric ranges 
in the July issue of McCall’s Maga- 
zine by Edison General Appliance 
Company, Inc., Chicago; Westing- 
house Electric & Mfg. Company, 
Mansfield, O., and General Electric 
Company, Cleveland. 

Electric range manufacturers who 
make up the range section of the 
National Electrical Manufacturers 
Association, appointed a special ad- 
vertising committee, at a _ recent 
meeting in Chicago. 

Members are W. A. Grove, Edison 
General Electric; S. D. Mahan, West- 
inghouse, and Walter S. Rowe, Estate 
Stove Company. The committee rec- 
ommended concerted advertising by 
electric range makers in one issue 
of one consumer magazine. 

Personal calls are being made on 
electric light and power companies, 
distributors and principal dealers 
selling electric cookery, urging lo- 
cal sales promotion and advertising 
tying in with the magazine effort. 

Before publication of their adver- 
tising in McCall’s, the range makers 
will mail to their distribution or- 
ganization special local advertising 
plan books, prepared under direction 
of the electric range advertising 
committee. 


Dartnell to Revive 


“Printing Art Quarterly” 


On June 15 The Dartnell Corpora- 
tion, Chicago, will revive in de luxe 
portfolio form The Printing Art 
Quarterly, combining with it Printed 
Salesmanship and The _ Printing 
Salesman, Each issue will contain 
from ten to 20 loose-leaf sections, 
fully illustrated in color, suggesting 
printing uses. 

The quarterly will be 10 by 13% 
inches in size, with hard covers and 
spiral binding. It will give readers 
an opportunity to sample type faces, 
paper stocks, and actual demonstra- 
tions of press work. 


Nestle’s in Radio Drive 


Nestle’s Milk Products, Inc., New 
York, last week released a 15-week 
radio advertising campaign, out of 
San Francisco. The campaign will 
consist of radio transcriptions three 
times weekly, under the title “What 
to Do When.” The San Francisco 
office of Lord & Thomas is in charge. 


Price-Cutting 
Of Whisky Put 
Up to Dealers 


(Continued from Page 1, Col. 2) 
country is meeting with unprece- 
dented success.” 

“There is every indication,” he con- 
tinued, “that the distilling industry 
is determined to free itself from the 
‘sharp-shooting’ tendencies that have 
cost American industries many mil- 
lions of dollars and actually wrecked 
some of them.” 

After describing the events leading 
up to the present price-cutting orgy, 
Mr. Thompson said, “We have made 
up our minds that we would not per- 
mit our good customers to be placed 
at the mercy of their misguided com- 
petitors. 

“We accordingly acted very dras- 
tically in communities where we 
were unable to persuade distributors 
and dealers that their own best in- 
terests lay in maintaining reasonable 
prices. We informed them definitely 
that they could no longer have our 
cooperation if they were not willing 
to cooperate with others carrying on 
our business in a sensible way. 

“We are very happy in the knowl- 
edge that the trend among other dis- 
tillers is in the same direction.” 


Mooney With Howard 


H. L. Mooney has been made re- 
search director of E. T. Howard 
Company, Inc., New York advertising 
agency. He was formerly research 
director of Hanff-Metzger, Inc., and 
more recently was associated with 
the sales promotion division of 
American Radiator Company. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


Secretary, attractive, seeks intel- 
ligent employer who appreciates abil- 
ity, initiative, imagination, comple- 
mented by several years’ experience 
in advertising, publishing, college 
graduate, young enough for appren- 
ticeship in new, growing organiza- 
tion, thoroughly experienced for es- 
tablished business, salary negligible. 
Box 583, ADVERTISING AGE, New York. 


PUBLICATIONS 


Subscribe!! Philippine Free Press 
$3.50 year. Philippine Graphic $2.50 
year. R. Bataycan, 212 W. Locust 
St., Chicago. Delaware 6591. 


Talking 
Letterheads 


10 year-round and holiday designs, with die-cut 
mouths that open and close. Particularly effec- 
tive for manufacturers. Write for free sample 
set—special offer to advertising counsellors, 
printers and lettershops. 


MENDLE PRINTING CO., Dept.C, St. Louls, Mo. 
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May 13, 1935 ADVERTISING AGE 


PHOTOGRAPHIC REVIEW 
| OF THE WEEK 


A. N. A. OFFICERS AND GUESTS AT LUNCH 


y 
he 
e AGENCY PAY BEING DISCUSSED AGAIN? BRINGS DAUGHTER 
l- 
od g£+. 2 
1g 
y, 
le 
T+ 
dd 
n- 
S- 
6 Allyn B. Mcintire, Pepperell Mfg. Company, Boston, president of the 
‘s Association of National Advertisers, dining at the Greenbrier with 
n- Herbert T. Hand, Jr., Batten, Barton, Durstine & Osborn, Inc., Boston 
: (foreground); William Cox, "Barron's Weekly," New York; and Stuart 
4 Peabody, the Borden Company, New York, chairman of the A. N. A. 
g 
a IT SEEMS TO BE A KNOTTY PROBLEM 
Harry Prudden, Prudden, King & ‘ a oe we 
: , : ‘ Prudden, New York, publishers’ 

While the subject of agency compensation was not given a place on matin + teenies ah Qe 
7 the A. N. A. program for open sessions, the interest in the subject AN a” cite arn White Sul- 
d was indicated by the many who wanted a word with A. E. Haase, gy to Meng “. n with hi 
"4 New York, on the right. Pictured with him is W. H. Leahy, Dennison im ” Pr i ° a h & og 
h Mfg. Company, Framingham, Mass. ee ae ee 
d 
h 
f 


, AN INTERLUDE AT ADVERTISERS' MEETING 


Harold B. Thomas, Centaur Company, New York, tries to solve the 
problem presented to him by H. O. Ward, Chrysler Export Company, 
in front of the A. N. A. registration desk at White Sulphur Springs. 


CONTINUE DISCUSSON BETWEEN SESSIONS 


Reo. 


Carroll Rheinstrom, Macfadden Women's Group, seated at the head of the table, bled this genial dinner party at the 

spring meeting of the Association of National Advertisers at the Greenbrier. On his right are Al Elworthy, "Forbes Maga- 

zine," New York; Mrs. P. Wesley Combs; Gifford R. Hart, Health Products Corporation; and Mrs. Rheinstrom. Those on Mr. 

Rheinstrom's left are Arnold Johnson, radio consultant, New York; P. Wesley Combs, Wm. Esty Company, New York; Mrs. 

D. P. Smelser; James De Cesare, Health Products Corporation. Dr. D. P. Smelser, Procter & Gamble Company, is seated at 
the foot of the table. The man bending over him is George A. Mott, Zonite Products Corporation, New York. 


, R. A. Applegate, E. |. duPont de N & Co., Wilmi , and 
FEDERATION CHIEFS MEET AT WHITE SULPHUR WACHTEL IS CAUGHT ee 3 eg yp bes oun gp beg  tomnanth ‘pie bts ag & v0 


through on an interesting discussion at the A. N. A. meeting. 


GOODRICH EXECUTIVES PHOTOGRAPHED 


. W. W. Wachtel, Loose-Wiles = ; 
Chester H. Lang, General Electric Company, Schenectady, and Biscuit Company, New York, led = =e 


- 


s : as accel a rs eS 
Edgar Kobak, National Broadcasting Company, New York, probably the “Advertising Age" camera F. J. Newman, vice-president, and P. C. Handerson, director of ad- 
took advantage of their meeting at Greenbrier to discuss affairs of man a merry chase until finally vertising of B. F. Goodrich Company, were two A. N. A. conven- 


the Advertising Federation of America and other matters. trapped in this natural pose. tioneers who had much in common. 
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© THE MAGAZINE FOR MEN 


ARTICLES 


ERNEST HEMINGWAY 
EZRA POUND 
BRUCE BAIRNSFATHER 
FRANK SCULLY 
FRANK C. HANIGHEN 
JOHN GUNTHER 
W. BERAN WOLFE, M. D. 
MAJOR PAUL BROWN 
F. GREGORY HARTSWICK 
PAUL W. KEARNEY 
CARLTON BROWN. 
LAWTON MACKALL 
ALBERT PARRY 


FICTION 


os! 8 F. SCOTT FITZGERALD 
ie poy A MANUEL KOMROFF 
on ee ALVAH C. BESSIE 
eae LOUIS PAUL 
oo Hed FRANZ HOELLERING 
/™ HERMANN B. DEUTSCH 
BURNHAM CARTER 


BAND WAGON 


A short short story a KING VIDOR 
With the May issue, over . = e os ani die 
sixty accounts appeared for A aah SATIRE 
the first time in the pages nae oN RAYMOND KNIGHT 


STACY JONES 
ANTHONY ARMSTRONG 


SPORTS 


ROBERT S. DOWST 
JOHN K. HUTCHENS 
VICTOR WEYBRIGHT 

DAVID GREGG 


DEPARTMENTS 


GILBERT SELDES 
BURTON RASCOE 
i SIGMUND SPAETH 
oan JOHN V. A. WEAVER 
i FRANK BLACK 
eg i ee MEYER LEVIN 
se A. de SAKHNOFFSKY 


CARTOONS 


JOHN GROTH 
E. SIMMS CAMPBELL 
R. VAN BUREN 
GILBERT BUNDY 
D. McKAY 
HOWARD BAER 
RODNEY de SARRO 
PAUL WEBB 
JAY IRVING 


FICTION - SPORTS - HUMOR ouhean srry 


a TY MAHON 
CLOTHES - ART - CARTOONS ABNER DEAN 


SAM BERMAN 


(COVER) 


PRICE FIFTY CENTS INDEX ON PAGE 9 


_ EN CANADA FIFTY-FIVE CENTS 


of Esquire. swelling the 
roster of advertisers 


addressing this group 
of over 230.000 spenders 
to the record total of 163. 
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